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Rough Proofs 


After hearing the mellifiuous ac- 
scents of Dr. Julius Klein over the 
radio from Washington for the past 


broadcasters are going to allow him 
to escape into private life. 


7 FF 


The G-E refrigeration department 
suggests a schedule for salesmen that 
involves canvassing in the morning, 
user calls in the afternoon and dem- 
onstrations at night. That system 
is guaranteed to keep any salesman 
out of mischief. 


v9 FP 


The gold standard may have been 
in jeopardy, but after reading the 
annual reports of Coca-Cola and 

, Wrigley, it’s evident that the nickel 
standard is still doing business as 
usual. 

+r 2 


. “The woman head of the family,” 
says Polk, “spends 85 per cent of 
the family income, and knows where 

. the rest goes.” 

Unless the old man gets caught 
trying to fill a busted flush. 


* v F 


A Philadelphia movie house ad- 
vertised, ‘“‘Maedchen in Uniform’ is 


By exquisite as ‘The Well of Loneli- 
> ness. 


If there’s any perversion involved, 
it’s in the advertising and not in 
the picture. 

: vwey 


Hawaiian legislators object to the 
pictures of the hula girls in the 
tourist advertising, but they ought 
_to be glad that thus far there have 
been no complaints from the tour- 
ists. 

, vvy 


Prep, a shaving cream, may be 
‘ sold as a beauty treatment for men. 
With women now insisting on wear- 
ing trousers, this may not prove as 

* hard to put over as it sounds. 


i 


The Canada Dry Ginger Ale Com- 
“pany has organized a subsidiary to 
handle beer and _ other liquors. 
Here’s one dry that’s properly pre- 
pared for the wet era. 


7  * 


The experts told Shell that its 
red-and-yellow color combination “ac- 
tually affected the nerves of the ret- 
ina.” The customers found it out 
long before the experts did. 


, FF ¥ 


The Inland Daily Press Association 
has decided that radio programs are 
advertising and should be paid for 
as such. The baseball, movie and 


automobile people are trying not to 
look self-conscious. 


7-2 


Henry Ford’s secretary disappeared 
for a few days in order to get a 
arest. He felt just like a space-buyer 
who has been struggling to make up 
a list of 1,100 or so newspapers, with 
the help of all the representatives. 


- ©. 2 


“Most of us (about this time of 
the year) feel an overpowering urge 
to visit England.” 


If you haven’t felt it, you simply 
don’t belong. 


, F 


It the current zoological exhibit 
continues, students of Darwin will 
probably insist that the progenitors 
of advertising men were not mon- 
- keys, but giraffes, 


Copy Cus. 


PEABODY URGES 
CLOSE SCRUTINY 
OF CIRCULATION 


A. N. A. Members Asked to 


Watch Audits 


New York, March 3.—In a letter 
mailed to all members of Association 
of National Advertisers this week, 
Stuart Peabody, president of the A. 
N. A., urges individual members to 
discount “inflated” circulations in 
buying publication space. 

“We have as buyers a very definite 
responsibility to prove to publishers 
that we are not interested in the 
maintenance of circulation figures of 
a year ago or four years ago, and 


that we are watching audited state- 
ments to make sure that we are buy- 


ing no circulation which has been 
artificially stimulated,” he asserts. 


“Most publishers today face a de- 
Peabody’s 
“Even if one re- 
duces his rates to correspond he feels 
that the normal reaction of the agent 


clining circulation,” 
letter points out. 


Mr. 


and advertiser is that the publication 


is slipping. Publishers still believe 


that buyers are mostly interested in 


quantity and they still think that in 


a closely competitive field the pub- 


lisher who has a few thousand more 


than his rival is favored. 


Sees Inflated Circulations 
“Consequently, rather 
themselves on the defensive, they 


turn to experts in the business of 


adding circulation and take on some 
scheme calculated to give them 10,- 
000 or 100,000 new subscribers. 

“As an association, we have passed 
resolutions on this subject. We have 
provided data in our circulation stud- 
ies through headquarters. In short, 
we have done about everything pos- 
sible as a group, but have we lived 
up to our resolutions as individuals? 

“Publishers for the most part are 
familiar with the attitude of the as- 
sociation on this question, but they 
have always questioned the fact that 
the members individually act in ac- 
cordance with that policy. In fact, 
some of them draw on their own ex- 
perience in selling advertisers to sup- 
port the opposite view. 

“Much of this talk, of course, is not 
true. However, it has grown to such 
an extent of late that honest publish- 


ers whose money it is which supports 


audited circulation are beginning to 
seriously question whether enough 
advertisers, as individuals, really 
want what they ask for as a group 
to justify the expense on their part. 

“This situation is serious. 
is no question, I believe, in anyone’s 
mind but that a return to the chaotic 
days before circulations were audited 
would be extremely unfortunate. To 
prevent that we, as individual ad- 
vertisers, must see to it that we back 
up our demands as individual buy- 
ers. It is distinctly not a question 
of what is good for the publishers 
but what is good for the advertisers. 
It is the responsibilitiy of each one 


of us as advertisers to see that aud- 


ited circulations continue. 


“It is our responsibility to see that 
those honest publishers who are 


using only clean circulation methods 


do not suffer for so doing and the 
publishers who are forcing quantity 
circulation are not the gainers 
merely because we buy only on quan- 
tity figures, with little or no atten- 


tion to the valuable data contained 
in audit reports.” 


than put 


There 


Brushless Shave and 
Lather Cream Play 
Duet in Mennen Copy 


and brushless shave, 
sidered competitive products, 
wearing double harness in the cam- 


New York, March 1.—Lather cream Jing the advertising of both products 
hitherto con-|as much alike as possible and label- 
are |ling both, “Whisker Wilter.” 


In the newspaper campaign, con- 


paign released this week by the Men- 
nen Company, Newark, N. J., through 
Hommann, Tarcher & Sheldon, Inc. 
Until recently, the Mennen Com- 
pany was the only manufacturer of 
both products, a distinction now 
shared with one other. 

In introducing improved shaving 
preparations of both types under the 
Mennen brand, the company has 
taken the position that neither type 
is intrinsically better than the other 
and that choice should depend on the 
peculiarities of the user’s skin and 
whiskers. Brushless shave is rec- 
ommended particularly for dry, eas- 
ily-chapped skins. 

So as not to confuse readers, copy 
on the two products is separated, but 
continuity for the campaign and 
identification as to common source 
of manufacture are assured by mak- 


One of the means employed to give the new Mennen shaving prepara- 
tions campaign human interest is to picture Bill Mennen, the man who 
signs the copy, at the big moment in his career as a shaving specialist. 


sisting of one piece of 250-line copy 
a week in a large list of metropoli- 
tan newspapers, advertisements alter- 
nate between lather cream and 
brushless shave. 


Use Separate Advertisements 


Some of the insertions in general 
weeklies, however, will consist of two 
advertisements, one for each product, 
which appear in single columns on 
the same page, separated by reading 
matter. They take cohesion from 
identical format and phraseology 
and equal division of the illustration. 

Car cards in New York and direct 
mail from time to time will round 
out the campaign projected through 
the remainder of the year. 

The whisker-wilting theme is 
linked directly to an old ingredient 

(Continued on Page 6) 


years. 


tion to the Chevrolet line. 


Last Minute News Flashes 


Pineapple Drive to Continue 10 Years 
San Francisco, Cal., March 3.—At a meeting here this week Hawaiian 
pineapple producers voted to continue for ten years the marketing and can- 
ning control held by Pineapple Producers’ Co-operative Association, which 
was formed in August, 1932, and originally was planned to operate for two 


The group has been waging a vigorous advertising and marketing cam- 
paign designed to extend the market for canned pineapple. 


G. M. Reported Planning New Car 
Detroit, Mich., March 3.—It is persistently rumored here that General 
Motors will shortly introduce a new car, to be backed by extensive adver- 
tising. According to reports, the car will sell in the lowest price field, 
and may be given an entirely new name, or may be heralded as an addi- 


BROADCASTERS 
ORGANIZE OWN 
MUSIC BUREAU 


Action Portends Fight to 
Finish on ASCAP 


Washington, D. C., March 2.—The 
long drawn out battle between Na- 
tional Association of Broadcasters 
and American Society of Composers, 
Authors and Publishers, over the 
subject of fees for the use of copy- 
righted music, entered a new phase 
when the board of directors of 
N. A. B., meeting here last week, 
authorized immediate formation of 
the Radio Program Foundation to 
develop sources of music for the 
broadcasting industry. 

While an official bulletin issued by 
the broadcasters’ association asserts 
that organization of the Foundation 
“is not necessarily hostile to A. S. 
C. A. P.,” it is generally recognized 
that formation of the new group 
means that the broadcasters are pre- 
pared to resist to the finish the pay- 
ment of what they consider ex- 
orbitant fees for the use of copy- 
righted music. 

Advertisers using radio have a di- 
rect ‘interest in the outcome of the 
copyright fee squabble, since reduc- 
tion in the size of fees which sta- 
tions now pay to A. S. C. A. P. might 
easily be translated into lower time 
charges. 

The newly organized Radio Pro- 
gram Foundation will fulfill four ma- 
jor functions, according to Oswald 
F. Schuette, director of copyright 
activities for National Association 
of Broadcasters: 

“It will be the medium through 
which the music of independent com- 
posers and publishers not affiliated 
with the American Society of Com- 
posers, Authors and Publishers— 
both American and foreign—will be 
made available for use by the broad- 
casting industry. 


Closer to Radio Audiences 


“Through its direct control by the 
broadcasting industry, the RPF 
will be in more intimate touch with 
the great American public and 
therefore better able, in many ways, 
to satisfy its musical requirements 
than the limited membership of the 
American Society, or any similar or- 
ganization, has been able to do. 

“The RPF will also be in a posi- 
tion to secure music written pri- 
marily for the microphone rather 
than for the requirements of the 
stage or dance hall to which much 
of ASCAP’s music has been limited. 

“The RPF will serve as a regis- 
tration bureau for continuities and 
other literary features of radio pro- 
grams.” 

Considered as especially signifi- 
eant in view of the plans for imme- 
diate formation of the Foundation 
was the N. A. B. board’s lack of ac- 
tion on the offer of the American 
Society to tear up the present copy- 
right fee agreement between the two 
organizations and write a new one. 

Details to be worked out in con- 
nection with the Foundation have 
been left to a committee composed 
of Mr. Schuette; A. J. McCosker, 
president of N. A. B.; Joseph S. Hos- 
tetler, law partner of Newton D. 
Baker, who was recently named to 
handle the association’s legal affairs; 
Philip G. Loucks, managing direc- . 
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tor, and Donald Flamm, WMCA, New 
York. 

Other action taken by the N. A. B. 
board at the meeting included an- 
nouncement that James A. Baldwin 
has resigned as secretary of the 
Federal Radio Commission to repre- 
sent N. A. B. at the forthcoming 
North American Radio Conference 
in Mexico City, after which he will 
be a permanent member of the asso- 
ciation’s staff. 

The board also approved, 
modifications, the standard 
blank for spot broadcasting, pro- 
posed by American Association of 
Advertising Agencies, after confer- 
ences between its radio committee 


with 
order 


and the commercial section of 
N. A. B. 
Associated Newspaper 


Color Has New Office 


Associated Newspaper Color, Inc., 
which supplies color advertising in 
ten Pacific coast newspapers, and 
which was formerly represented in 
Chicago by F. E. M. Cole, now has 
its own office in the Tribune Tower. 

Harvey R. Malott, a_ well-known 
newspaper man with wide experience 
on the coast, is in charge. 


Direct Mail for Abbott 


Abbott Laboratories, North Chi- 
cago, Ill., pharmaceuticals, will mail 
approximately 6,000,000 pieces of ad- 
vertising to physicians, wholesale 
druggists, hospitals, etc., during the 
first six months of 1933. Sampling 
to physicians will be continued on a 
large scale. 


Supplies Continuities 
Universal Radio Productions, Chi- 
cago, has announced formation of a 
Continuity Service Division, furnish- 
ing plays exclusively to radio sta- 
tions. 


SUNNY JIM MAY 
RETURN 10 COPY 
AFTER 30 YEARS 


Famous Character Redis- 
covers His Creator 


New York, March 2.—While agony 
column fans, suspecting a drama of 
thwarted romance, were pleasantly 
thrilled, veteran advertising men de- 
tected a familiar meter and nomen- 
clature in the following jingle which 
appeared recently in New York Sun- 
day newspapers: 

“T pen these lines to Minny Hanff, 

For whom I've searched from Maine 
to Banff. 

But all my letters have miscarried, 

Perhaps, Miss Hanff, you've since 
been married? 

If from the Dumps you'd rescue him 

Please drop a line to Sunny Jim.” 

The following Sunday this answer 
appeared: 

“Dear Sunny Jim, your note received 

Or can my eyes have been deceived? 

In thirty years, is it so strange 

My maiden name from Hanff should 
change? 

At Hotel Berkley, if he cares, 

S. Jim can find his Minny Ayers.” 

Thirty years ago almost every one 
who could read was familiar with 
Sunny Jim, born Jim Dumps, whose 
startling metamorphosis from a con- 
stant state of moroseness to one of 
sunny optimism was due to the addi- 
tion of Force to his breakfast menu. 

Minny Hanff is the creator of 
Sunny Jim and the author of the 


RETURNS TO ACTION 


AFTER MANY YEARS 


ohm Dumps was 


man, 


Bul frudged 
style - 


~ once 
Since then 


along 
il’ 


Was 


oe Wiaty lt 


{ Who Wed his life. 
on a hermit plan - 


Hed never slop for a friendly smile 


they call him “Sunnyehm 


a& most unfriendl 


in Ins _ mo 
FoRCE FooD- 
served ‘to him 


On this old car card, ancient now, 


Sunny Jim first made his bow... 


in case your memory fails you, ‘twas back in nineteen hundred two. 


lively jingles recounting his adven- 
tures which constituted the only ad- 
vertising of Force after her idea was 
adopted. 


Finding a Copy Writer 


Advertising men who guessed that 
the jingles presaged the resumption 
of Force advertising with Sunny Jim 
again in the saddle have an excellent 
chance of guessing correctly. Erwin, 
Wasey & Co., agents for the Hecker 
H-O Company, which still manufac- 
tures Force, have admitted that they 
used the agony advertisement to lo- 
cate Minny Hanff, who traded her 
high place in advertising for matri- 
mony and dropped from sight years 
ago. 

Minny Hanff, now Mrs. Minny 
Maude Hanff Ayers, read the adver- 
tisement and communicated with the 
agency. Conferences between the 


agency, the advertiser and Mrs. 


Ayers now under way indicate that 
she will resume her advertising ca- 
reer shortly. 

Mrs. Ayers sold the Sunny Jim ad- 
vertising idea to the Hecker H-O 
Company when a girl in high school. 
Another girl of the same age, a chum 
and school mate, was the artist for 
the series. The company’s advertis- 
ing manager bought their first sug- 
gestion, a car card, for $5 and tossed 
it into the idea file. 

Several months later, needing a 
new poster series, he ran across the 
forgotten jingle and was so impressed 
with it that he hastily got in touch 
with the girls and offered them jobs. 

Their verses and drawings were a 
tremendous hit and the campaign 
became at the same time a great suc- 
cess and a great curiosity. One rea- 
son for its success, so advertising 
men declared, was that the verses 
were not as foolish as they appeared 
on the surface. For one thing, they 
capitalized heavily on the _ before- 
and-after-taking idea, admittedly one 
of advertising’s most useful devices. 


Huge “Fan” Mail 


Sunny Jim became an international 
character with life and _ identity 
apart from Force, like Mr. Pickwick 
or Falstaff, and this fact led to criti- 
cism on the grounds that copy and 
product were too loosely tied to- 
gether. 

Ignoring the debate about his 
worth, Sunny Jim marched on and 
on. His pictures were drawn by 
widely known artists, and famous 
writers competed with Minny Hanff 
for the privilege of being his biog- 
rapher. Over 5,000 original, unso- 
licited jingles were received from 
every country on the globe. 

Numerous musical compositions 
were written in his honor, and two 
musical comedies were built around 
him. A noted divine took his life and 
works as text for a sermon, and a 
chief justice borrowed him for an 
illustration in the summing up of a 
ease. Toys and novelties were made 
in his likeness, and his name became 
a byword. 

Will Sunny Jim’s fame return with 
him? Advertising men are already 
debating the question. 


Flako Products Goes 
to Samuel C. Croot 


Flako Products Corporation, New 
Brunswick, N. J., has appointed the 
Samuel C. Croot Company, Inc., New 
York. 

The agency has released a test 
campaign in Hartford, Conn., news- 
papers on Cuplets (cupcakes), a new 
product. 


Bernfeld Starts Service 


M. W. Bernfeld, formerly advertis- 
ing manager of L. Sonneborn Sons, 
Inc., New York, has opened an office 
at 507 Fifth Ave., New York, to ren- 
der a general printing and advertis- 
ing service. 


Bans Colored Ice Cream 


The Indiana State Board of Health 
has forbid the use of artificial color- 
ing in ice cream. Vanilla, formerly 
a rich cream color, is now dead 
white in that state. 


Has Re-usable Tube Cap 


Simon deVaulchier, of Industrial 
Design, Inc., New York, has come 
forward with a cap for shaving 
cream tubes which can be used as a 
golf tee when the tube is emptied. 


FIND NEW COPY 
THEME FOR WAX 


Louis, Mo., March 2.—Because 


St. 


the “no rubbing—no polishing” copy | 


theme which it developed some seven 
years ago for Dri-Brite Liquid Wax 
has become the common theme of a 
host of waxes and polishes, Miracul 
Wax Company set out this year to 
discover a new angle on floor polish- 
ing which would make Dri-Brite wax 
stand out from its competition once 
again. 

Research instigated by F. R. Pat- 
terson, vice-president of the com- 
pany, in cooperation with Anfenger 
Advertising Agency, which handles 
the Miracul account, uncovered the 
fact that thousands of housewives 
still accept as a necessary evil the 
unpleasant odor and greasy nature of 
many waxing products. 

As Dri-Brite wax has no odor and 
is not greasy it was decided to em- 
phasize these points in the current 
campaign appearing in Good House- 
keeping, Saturday Evening Post, 
Ladies’ Home Journal, and McCall's 
Magazine, subordinating the ‘“no- 
rubbing—no polishing” theme, and 
offering a free sample to demonstrate 
the qualities of the wax emphasized 
in the copy. 

A typical illustration in the cur- 
rent advertising depicts two women 
leaving the home of a third, with 
bold lettering inserted which reveals 
that “She’s so out-of-date to think 
that waxed floors must smell and be 
greasy.” 

Uses Special Wax 


“Once you have used Dri-Brite,” 
copy continues, “the modern, no 
rubbing, no polishing wax—you, too, 
will wonder how anybody can be 
satisfied to struggle along with 
smelly, greasy pastes and liquids. 
Dri-Brite dries bright with a hard,. 
clean wax finish and leaves no odor. 
Here’s the secret! The wax content 
of Dri-Brite is nothing but pure im- 
ported carnauba wax—one of the 
hardest waxes known—it is not a 
soft, smeary mixture like ordinary 
waxes. This carnauba wax makes 
Dri-Brite wear longer and repel dirt.” 

The same situation, in which a 
hostess has proven herself old-fash- 
ioned, is dramatized on a coast-to- 
coast CBS hook-up the week the 
magazines containing the advertise- 
ments appear on the newsstands. 
The characters in the magazine illus- 
trations gossip in a short radio skit. 
built into Dri-Brite’s musical show. 


Art Directors 
Show Entries 
To Close Soon 


New York, March 2.—The show 
committee of the Art Directors Club 
has issued the final call for entries 
in the 12th Annual Exhibition of Ad- 
vertising Art, which opens at the 
Art Center April 10. 

The competition is limited to ad- 
vertising art used between Jan. 1, 
1932, and March 1, 1933. To be con- 
sidered, entries must reach Caroline 
Fleischer, exhibition secretary, 65 
East 56th St., on or before next Fri- 
day. An entry fee of $10 is made for 
each original hung, but there is no 
charge in connection with submitting 
material. 

The purpose of the exhibit, which 
will be routed around the country 
after the New Yorx show closes May 
6, is to encourage the development of 
pictorial selling in all mediums and 
to afford an opportunity for anyone 
interested in advertising to review 
the best in advertising illustration 
and design that the year has pro- 
duced and to observe the trend of art 
in relation to the constant changes 
in advertising. 

The show committee comprises 
Joseph P. Platt, chairman; Charles C. 
Coiner, vice-chairman; Pierce John- 
son, Albert L. Lefcourte, William L. 
Longyear, Byron Musser, Loren 
Stone, Walter Whitehead and Miss 
Fleischer. 


Crit 


Chi 
Co., ¢ 
liquic 


— 


acco 


nam 
For) 


—— } 
Der 
a 
2 <3 
. 
i A , ; Mare 
= “L® — ee | p—_— 
hy yl 
ca a | = 
oe {( —— | W 
eee a 
or are i | 4 
ee ? a een Yd Pot #8 po 
ae a ' 
: ee 
eo | | 
a 
pS 
| ee 
eee | x 
ee { 
ee : 4 SS SS ooic SN cago 
ore Foster and Kieise’, W 
a SoM PANY el the 
ies yreon ADVERTISE ere 
Feu ie 
GENERAL orrict ,. 
idee gooy At pierce aa 
wae: gan FRANCISCO? CAL. it it 
~ - prof 
ae march \ 1935 C1 
e 
MR. ADVERTISER: ned 
erent 76% of the ,otal populatier of = 
aie pacific Coast cities is exposed 40 * stea 
Qutdaoort navertisine every aay: unt 
r- 
_: persons gainfully employes lar 
ae (Men and Women) A9h re 
en. women other than ~nose gain- | ens 
ee fully employes: % ry aeaiapaiennins age 
een # : : Ss ap 
Nitin, (ShopPiné: socle unc jons, 12% pore 
segs moreathon) the 
rc school cnildre® | adv 
Paes (old enough 40 anfluenc® aies) LP | age 
Sng 
. : 16h : | Se tior 
cnilare® yndaer 10 years ao a a | i ag 
yalids — married women at nome 24% pe | os 
. Cor 
Fostet and Kieiset Company gutdaoot ~ 
saver tisine Service reacnes thes? Fea 
peor serective ly and cmonomical sy - Con 
every day - Con 
very 4ruly yours: ces 
FOSTER AND KLELSER COMPANY : a 
_ stn ne ne ET ——— era 
: Ins 
I 
HOWARD _rLLOUGHEY | on 
yHw/LS pirectoF® of sates . 
2 e 
: new yore OFFICE ont PARE ANE wil 
eal es 3 
i 
Co 
| pa 
Mi 
Ki 
: dit 
. seid Sete ee tit 
ee ea yk ig a igs | = 
tea ie as gabe Sapte. ctor 
ee aT Pee ae ee ie : pen pre » nee eee Se 
Ta Bapey ee so taee eo manne. Be oS: oe - 
ERS eh (aoe ore Beek ate oe ey a Mista eae ee pes aie nba 
Fh eRe Ee | ae gi 1, ee oe See Pere ag 
ee) chee |. ke i pe ae es : 
pio gomemenvictee ens 2: oe tai = 
oe ee ‘ le Ub Rae 
Pia. eee po em eae ite 
eee nate ea 


1933 


Pat- 


com- 
nger 
ndles 
| the 
vives 
| the 
re of 


' and 
) em- 
rrent 
ouse- 
Post, 
Mall's 

“no- 

and 
trate 
sized 


eur- 
omen 

with 
veals 
think 
id be 


rite,” 
» no 
. too, 
n be 
with 
juids. 
hard,. 
odor. 
ntent 
e im- 
the: 
lot a 
inary 
nakes 
dirt.” 
ich a 
-fash- 
ist-to- 
; the 
rtise- 
ands. 
illus- 
> skit 
how. 


J 
on 


show 
- Club 
ntries 
of Ad- 
t the 


to ad- 
an. 1, 
e con- 
roline 
y, 65 
t Fri- 
de for 
is no 
itting 


which 


yuntry ° 


s May 
ent of 
s and 
nyone 
‘eview 
ration 
3 pro- 
of art 
anges 


prises 
rles C. 
John- 
am L. 
Loren 
_ Miss 


; March 4, 1933 


ADVERTISING AGE 


OLD CHICAGO 


AGENCY PLANS 
TO LIQUIDATE 


Critchfield & Co. Reported 
to Quit March 31 


Chicago, Mareh 2.—Critchfield & 
Co., Chicago advertising agency, will 
liquidate its business as of March 31, 


Smith Joins KF RC 


Sarl C. Smith, recently with the 
Rodney Boone organization, and at 
one time with San Francisco News 
and San Francisco Examiner, has 
joined the advertising department of 
KFRC, San Francisco. 


Flood in Pittsburgh 


R. J. Flood, formerly with the Ca- 
nadian organization of the J. Walter 
Thompson Company, has been ap- 
pointed sales manager of the Gulf 
Refining Company at Pittsburgh. 


Heads Alumni Group 


Cc. C. Younggreen, executive vice- 
president, Reincke-Ellis-Younggreen 
and Finn, has been elected president 
of the Kansas University Chicago 


Will Introduce 
Improved Kotex 
In April Copy 


Chicago, March 1.—Backed by a 
special appropriation of $80,000, Ko- 
tex Company will introduce its new 
“patented equalizer” Kotex to the 
public early in April via advertise- 
ments in the May issues of leading 
women’s magazines and in a selected 
list of newspapers. 


Feature Special Deal 


Dealers will tie up with the intro- 
duction of the new item, which is 


a special selling of three boxes of 
the new item for 59 cents. 

Point of purchase material which 
will back up sales of the new item 
includes a special window display 
and an attractive counter display. 

In announcing the new product to 
the trade, the company revealed that 
it intends to carry through 1933 with 
as large a magazine campaign as was 
used last year, while its newspaper 
schedule will be even larger than in 
the past. 


“Tribune” Aids Florists 


South Bend, Ind., Tribune has an- 
nounced that hereafter the words 
“the family requests no flowers,” or 
similar words will not be permitted 


Publications Merge 


George P. Edwards, publisher of 
Pacific Banker, and former publisher 
of Coast Banker, has announced the 
merger of the two papers as Coast 
Banker & Pacific Banker. Offices are 
in San Francisco. 


Wrigley Shows Earnings 


Earnings of William Wrigley, Jr., 
Company for 1932 were $7,096,000, 
equal to $3.55 a share in 1932, com- 
pared with $10,148,000 or $5.07 a 
share in the preceding year. 


Abrams Joins Mailograph 


Jess Abrams, for eight years with 
the Frank Kiernan Advertising 
Agency, New York, is now general 
manager of the Mailograph Com- 


* steadily branched out to other fields 


Scott S. Smith 


according to reports current in Chi- 
cago advertising circles this week. 

While Scott S. Smith, president of 
the agency, refused to elaborate on 
this statement. he indicated that a 
reorganization is planned. 

The agency has a substantial list 
of clients, but reduced advertising 
expenditures are said to have made 
it impossible for it to operate at a 
profit. 

Critchfield & Co. is one of the old- 
est agencies in the country, dating 
back to the nineties. The original 
name was Long, Critchfield & Co. 
Formed as an agricultural agency, it 


until in 1912 it threatened, as Tay- 
lor-Critchfield & Co., to become the 
largest organization of the kind in 
the world. 

In that year, its billings reached 
$1.000,000 a month and caused the 
agency, in an advertisement in trade 
papers and newspapers to list its 
clients and describe them as “by far 
the largest number of great national 
advertisers ever handled by any 
agency.” 

In the list were, besides Interna- 
tional Harvester Company and other 
agricultural concerns, such conspic- 
uous manufacturers as the Firestone 
Tire & Rubber Company, H. J. Heinz 
Company, Cream of Wheat Company, 
B. Kuppenheimer & Company, Amer- 
ican Radiator Company, Bartholomew 
Company (automobiles), Packard 
Motor Car Company, Regal Motor 
Company, and others equally suc- 
cessful. 

The death of David L. Taylor 
shortly after this period caused sev- 
eral changes of name, the agency 
finally deciding on the present style. 

Mr. Smith became president about 
seven years ago, after serving as 
manager of the Minneapolis branch. 
* Before joining Critchfield, he was 
with the Bertolet Company, news- 
paper representatives. 

In September, 1931, Critchfield & 
Co. absorbed the Kling-Gibson Com- 
pany, moving to its quarters at 8 S. 
Michigan Avenue. 

Leroy A. Kling and Francis J. 
Kaus became vice-presidents, in ad- 
dition to Irving R. Allen, Edward P. 
Nesbitt, Edward H. Weiss and Igna- 
tius Barnard. Roy J. Birkle con- 
tinued as treasurer, and Roy C. 
Scrymiger, secretary. 


Art Agency Moves 


Carl W. Art advertising agency, 
Seattle, Wash., has moved from New 
Orpheum Bldg. to 915 Lloyd Bldg. 
Robert L. Kyle has joined the 


alumni association. 


in obituary notices. pany, New York. 


SPEAKING 


our old friend Milo Hastings, who 
has been writing about foods in 
PHYSICAL CULTURE MAG- 
AZINE since the early days of 


Dr. Harvey Wiley, has this to say: 


‘‘The two men who have writ- 
ten this book both happen to be 
educated as engineers. If you 
want to stir up a sensation it 
is good to have a scientific 
training—in some other line. 
« * * When we read Kallet 
and Schlink’s sweeping con- 
demnation we tend to believe 
it—until we come to a thing 
we really know something 
about—then errors and exag- . 


agency’s staff as account executive. 


OF — 


the Messrs. Kallet and Schlink and 
their recent “expose” of advertisers 
and advertised goods, called 


100,000,000 GUINEA PIGS 


gerations stick out like warts 
on a lady’s nose.” 


These remarks appear in the in- 
telligent, good-humored reply to 
this book which Milo Hastings 
has written for the June issue of 
PHYSICAL CULTURE in place 
of his usual monthly discussion 
on relative food values. 


This response is so vitally in- 
teresting and so altogether time- 
ly that we have had a number of 
proots prepared for advance 
distribution. 


Send for a copy. It is yours for 
the asking. 


PHYSICAL CULTURE MAGAZINE 


420 Lexington Avenue 
NEW YORK CITY 
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How Much Can 


Advertising Be 


Improved ? 


Joseph M. Schenck, head of Metro- 
Goldwyn-Mayer, which reported sub- 
stantial profits in film production 
last year, recently made the com- 
ment that there is nothing wrong 
with motion pictures that good pic- 
tures won't cure. One is tempted to 
apply the same remark to advertis- 
ing. 

Good advertising is not necessarily 
the panacea for all business ills, but 
certainly good advertising is the rem- 
edy for the ills due to poor adver- 
tising. And since the success of 
so many businesses depends upon 
good advertising, and the difficulties 
of so many are directly traceable to 
poor advertising, the best way out 
of trouble for every manufacturer 
who is spending substantial amounts 
in advertising is to get a better ad- 
vertising product. 

Is that possible? The answer is 
found in the constantly recorded fact 
that some advertising is very, very 
good, and some other advertising, 
which resembles it outwardly in 
most particulars, is very, very poor, 
judged in terms of results. The 
range of quality and results is so 
wide that many an advertiser who 
is getting a dollar’s worth of value 
for his expenditures is competing 
with others who are getting only 
twenty or thirty cents’ worth of ad- 
vertising for each of their dollars. 

The field for improvement of ad- 
vertising is therefore enormous. 


The opportunity is revealed by abil- 
ity to recognize present limitations 
of knowledge, and to be able to de- 
fine the area in which testing and 
checking before spending are neces- 
sary. Because we have passed the 
era in which all advertising was con- 
sidered good, and are at least able 
to write the specifications for profit- 
able advertising, the chances for im- 
provement are vastly increased. The 
chief requirement right now is to 
check specifications against product, 
and to improve the product—adver- 
tising—where it is falling down. 

Every advertising executive can 
make a check-list for his own busi- 
ness. It varies, because the advertis- 
ing requirements of each company 
vary. The character and price of the 
product, its present and potential 
market, its competition, the attitude 
of the public toward it and its com- 
petitors, the kind of advertising used 
heretofore, and many other factors 
have a bearing on present needs. But 
the advertising man who knows his 
product and who knows advertising 
should be able to set down in speci- 
fic form the ways in which he can 
improve the advertising now being 
done—from the standpoint both of 
ideas and their execution. 

The extent to which advertising 
can be improved is a variable—but 
no one will deny that a substantial 
margin for improvement exists in 
every campaign now running. 


The Manufacturer Can’t Do It All 


One of the most interesting fea- 
tures of the 1933 merchandising pro- 
gram of the Iron Fireman Manufac- 
turing Company, whose interesting 
campaign, described in a Chicago ad- 
dress by Dale Wylie, sales promotion 
manager. was reported in the Feb- 
ruary 25 issue of ADVERTISING AGE, is 
the way in which the responsibili- 
ties of the company and its dealers 
are clearly defined and understood. 

In its sales promotion and adver- 
tising presentation, “The Company’s 
Job” and “The Dealer’s Job” are set 
down in parallel columns, so that 
each dealer can see just what he can 
expect the company to do, and at 
the same time gets a clear under- 
standing of what the company ex- 
pects him to do. It is made entirely 
clear that in addition to making a 
good product, the company is going 
a long way toward helping him sell 
it—and equally clear that he must 
complete the selling operation be- 
fore the program can be called a suc- 
cess. 

This is important—more important 


than some advertisers of specialties 
realize. The danger which a great 
many companies run is that their 
side of the merchandising opera- 
tion is stressed to such an extent as 
to give their dealers the impression 
that sales are going to come with a 
minimum of effort on their part. 
The fact is that no matter how good 
the product or the advertising back 
of it, sales depend in each case on 
the success with which the dealer 
organizes himself and his sales force 
to capture the business which the 
manufacturer’s efforts have made it 
possible for him to get. 

Iron Fireman has been intelligent 
enough not only to recognize the im- 
portance of the dealer’s job, but to 
sell the dealer on the fact that suc- 
cessful merchandising is a partner- 
ship operation. The manufacturer 
agrees to do his part—but he cannot 
substitute for the dealer in the vital 
work which must be done by each 
retail organization in its own indi- 


vidual territory. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 464. Pacific Coast Markets. 


Published by Associated News- 
paper Color, Inc., gives valuable in- 
formation regarding the natural trad- 
ing areas on the coast, and breaks 
the market into six sections, disre- 
garding state lines. Other valuable 
information on retail sales and news- 
paper circulations is included. 


No. 467. The Trenton Survey. 


Gives the results of personal inter- 
views with 152 practicing physicians 
in Trenton, N. J., and includes among 
other information, much interesting 
material on the recommendations 
which these physicians make to their 
patients in the matter of foodstuffs, 
ete. Published by Medical Eco- 
nomics. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, - Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 429. Metropolitan Markets. 


This study of the 96 largest mar- 
kets in the United States defined as 
metropolitan districts by the U. S. 
Bureau of Census contains a wealth 
of material including population, 
number of families, number of vari- 
ous types of retail outlets, area, sav- 
ings bank deposits, distribution of 
sexes, etc. Buying power, retail 
sales, and a complete presentation of 
24-sheet poster display in these 
towns, with monthly and daily costs, 
are also given. The book was com- 
piled by Outdoor Advertising Incor- 
porated, New York. 


445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


SUPPLYING AN ADVERTISING THEME 
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U if G var R tes fellow who told you to buy it and | 
nirorm ravure Na put it away and forget it—and the oo 
To the Editor: We hesitate to let | pet account that busted right in your wi 
Stuart Peabody's recent letter in|face. ’Tis a modest request. that 
ADVERTISING AGE go unanswered with- “Forget every prune you ever cess, 
out mentioning the fact that Metro-|;,.teq”’—I wish I could, but it is the 
politan Sunday Newspapers, Inc., asking too much. store 
has done everything he asks for in said 
the matter of rotogravure rates. We Wiit1AM B, SHARP, a Til 
have reduced rates. We have estab- Advertising, Chicago. the | 
lished a uniform basis for rotograv- belie 
ure rates in most of America’s prin- wv one 
cipal markets. char; 
This is not an isolated case be- Oh, Well, We’ve Got 
cause Metro-Gravure has 38 per cent} The Cub Back Again Now - 
-a all the Sunday rotogravure circu- To the Editor: My first glance thou. 
ation in America. It dominates ten at your Feb. 11 issue told me some in a) 
of the country’s first markets and |thing was wrong. Careful inspection oie 
limits its circulation to a 20-state of every page availed me nothing, pate 
area that does over two-thirds of the except the realization that some mete 
country’s retail business. thing surely was missing. I knew wait 
Mr. Peabody’s plea for more co- what tt ens all right. pre 
operation by publishers in studying To make a short story complete, appe 
their rotogravure rate structures where is Copy Cub with his Rough resp 
was justified by the situation that Proofs? If he is taking a vacation, the 
formerly prevailed. Publishers of why didn't you let us know? If he estal 
Metropolitan Sunday Newspapers|.. i hire the best talent available wom 
have anticipated his prayer; are of- d Bie ‘4 ‘ 
fering a large proportion of the total and get him back on the job. If he Panag 4 
rotogravure circulation at a rate has been fired, tame Bim back with a 
a Se eee ane ee Sue ane ie ie Se "a Ps. 
poemnely Ten Car Gaene. your subscribers. Many a chuckle meal 
A. C. G. HAMMESFAHR, |and some hearty laughs have not been 
Metropolitan Sunday Newspapers, | been heard since Feb. 4. What have chai 
New York. you to say for yourself, Mr. Editor? Be 
vey C. DEE Earry, — 


Sharp Finds It Hard 
To Forget Any Prunes 


To the Editor: “Forget every 
prune you ever tasted,” say the prune 
growers and Copy Cub. 

Ah, how we all wish we could. 
Particularly those of us who have 
had a boarding house background. 

Memory recalls the ever faithful 
four Santa Claras that were set— 
or rather slid before us-—after the 
meat course. There they lay, one 
with a broken skin, looking like a 
legless blackbird that had _ been 
stricken to the heart—and just as 
appetizing. 

In summer a fly would now and 
then meet disaster in the juice, lead- 
ing the star boarder to remark, 
“Another victim of a ‘watery’ grave.” 
He was the only one who could get 
away with it. 

And after the prunes, the parlor. 
No place to go but out, and no money 
to spend if you did go out, conse- 
quently you sat and listened while 
the landlady performed on the piano- 
forte and sang “In the Gloaming.” 
You had to listen and applaud, be- 
cause your board bill was unpaid. 

Forget Insull Utilities — Middle 


Division Directory Sales Supervisor, 
Southwestern Bell Telephone Com- less 


pany, Topeka, Kan. tury 
anit Pa 
To the Editor: All right, I'll bite. some 
If this absence of Copy Cub is a are 
method of testing his “wantedness,” Coff 
here’s one inquiring reader on the the) 
“ves” side. com 
He’s the cocktail before the din- ize 1 
ner of your paper. to il 
You need him. Hou 
ibly 
CLARENCE N. JOUNSON, sour 
Art Director, Reincke-Ellis-Young- is \ 
green & Finn, Inec., Chicago. drop 
~~ © R 
Well Written Report __,,." 
To the Editor: I should appre cent 
ciate very much your sending me land 
five or six copies of your Feb. 25 is- Frat 
sue, which contained a report of my Nath 
talk at the Chicago Advertising )@S 
Council conference last Friday. Con. ** »' 
gratulations on this report, which is 
both accurate and well written. F 
DALE Wyte, Tk 
Sales Promotion Manager, Iron Fire a 
man Manufacturing Company, fgor 


Cleveland, O. 
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March 4, 1933 ADVERTISING AGE 5 
an 4 pattern is then laid over the draw- Gunniso Is N 
Navy Tie-In for Oil Ge t Ben Day ing and held in place by the cement, wn amed - 
| Associated Oil Company, San Fran- is assuring perfect registration Stanley E. Gunnison, Inc., New 
cisco, used large newspaper space Effec ts With Th tist th li th K York, has been named to handle ad- 
‘when the United States battle fleet e artis en applies the A€N-| vertising of Slazenger’s, Ltd., tennis 


ND WARD OPEN © 
_ NEWRESTAURANT 


Menu Consists ts of Coffee and 
Doughnuts 


Chicago, March 2.—Two national 
food advertisers have established a 
restaurant here, making it possible 
for the public to sample their wares 
and determine for itself whether 
they are as delicious as represented. 

A simple repast, consisting of Max- | 
well House Coffee and two May-| 
flower Doughnuts, is sold for fifteen 
cents. While milk or tomato juice 
is available for those who do not 
care for coffee, the percentage ask- 
ing for these beverages is so small | 
as to be negligible. 

Mayflower Doughnuts are offered | 
by the Ward Baking Company, op- | 
erating under patents of the Dough-| 
nut Machine Corporation, Long) 
Island City. In the new Chicago | 
establishment, one of the doughnut- | 
making machines is operated in the | 
window, the public manifesting much | 
interest in its ingenuity. 

The Maxwell House Coffee- Ward | 
Baking Company store is the third} 
of the kind opened. The initial ven- | 
ture was made in New York, proving | 
so successful 


that a second was} 
started in Boston. Detroit and } Min-| 
neapolis are to be invaded next. 
While this expansion indicates | 
that the experiment has been a suc-| 
cess, no one here knows just what 
the advertisers expect from the 
stores. In New York, rental alone is | 
said to amount to $60,000 a year for | 
a Times Square location. In spite of | 
the popularity of the fare, it is not | 
believed that the store can show a} 
profit. Part of the operating loss is | 
charged to promotion, it is thought. 


Expect Female Patronage | 


The Chicago store is a showplace, | 
though differing from the other two} 
in almost every respect. The color | 
scheme here is blue and yellow. An| 
attractive indirect lighting system. 
metal counters and _ nattily-attired | 
waitresses, boasting hats instead of | 
the orthodox caps, make a forceful | 
appeal to the gentler sex, which has 
responded in large numbers. While 
the exact ratio has not yet been 
established, it seems likely that more 
women than men will patronize the 
new restaurant to refresh themselves | 
in their tour of shops. 

One New York 
duced to Chicago 
meal and so many complaints have 
been received on this score that | 
chairs are to be provided. j 

Besides providing thousands of | 
cups of coffee daily to loop habitues, 
the Maxwell House-Ward combina- | 
tion will operate a dozen somewhat | 
less pretentious stores at the Cen-| 
tury of Progress, which opens June 1. | 

Patrons are invited to take home| 
some doughnuts, but those inquiring 
are informed that Maxwell House 
Coffee is not sold in packages on 
the premises. The reason is that the 
company does not desire to antagon- 
ize regular dealers. It wishes merely | 
to impress the goodness of Maxwell 
House Coffee on the public so fore-| 
ibly that it will repair to its regular | 
sources of supply for the coffee that | 
is Vita-fresh and “good to the last | 
drop.” 


innovation intro-| 
is the standing 


Reinhardt Joins Nathan | 
Emil Reinhardt. at one time with | 
James Houlihan, Inc., and more re- | 
cently owner of an agency in Oak- | 


land, Cal. has been named San | 
Francisco manager for Edward N. 
Nathan Advertising Agency, which | 


has moved its offices to new quarters | 
at 580 Market St. 


| 

Fawcett Expands Office | 
The eastern advertising office of 
Fawcett Publications, Inc., has been 
moved from the 16th to the 18th | 
floor at 52 Vanderbilt Ave., New| 
York, office space being doubled. } 


was in the San Francisco harbor, to 
impress upon motorists that the 
Navy uses its Cycol motor oil for all 
types of equipment. Lord & Thomas, 
San Francisco, is in charge of the 
company’s advertising. 


Promote Northwest 


The probable 1933 advertising bud- 
get for the Puget Sounders and Brit- 
ish Columbians, Inc., organized to in- 
crease tourist traffic, will be $32,000, 
it was decided at the recent confer- 
ence in Seattle, Wash. Newspapers 
in California and Oregon will be used. 
Mayor David Leeming of Victoria, 
B. C., is president. 


Simple Screen 


Los Angeles, Cal., March 2.—A 
simple method of securing Ben Day 
shading effects on line engravings 
has been developed by Kenway Proc- 
ess Corporation with a new Kenway 
Screen, which is impregnated with 
a photographically invisible pattern. 

These patterns are available in 
sixteen different designs of dot and 
line. When the artist’s drawing is 
completed, a thin coat of rubber ce- 
ment is applied over the surface. 
The Kenway Screen of the desired 


way Developer in the desired spot 
and the pattern turns black instantly. 
To secure one or more tone values 
on one drawing, a second sheet is 
laid over the first. 

After the engraving is made, the 
screen is removed, leaving the draw- 
ing unmarred. 


Dated Potato Chips 


Have Novel Package 

Widlar Company, subsidiary of 

Standard Brands, New York, is test- 
ing dated potato chips in Ohio. 

The package is transparent and a 

patented device releases salt on the 
chips when the seal is broken. 


equipment, for which John Wana- 
maker, New York, has been appointed 
sole United States distributor. 


Miss Ricklin’s New Job 


Virginia T. Ricklin has joined 
Reese & Co., New York, as manager 
of the trade department. She was 
formerly business manager of Man- 
agement Methods and a statistician 
for Harpers Bazaar. 


Schindler Transferred 


R. J. Schindler, Burlington, Ia., 
manager of Sears, Roebuck, has been 
transferred to Peoria, IIl., as district 
advertising manager. 


SALESMEN SHOW 
BUT SHADOWS SELL! 


ALESMEN do the showing, but it’s 

the shadows of men that make or 
break the sale. Women may do 85% of 
the buying, but they do only 50% of the 
deciding. That’s why, until wives and 
husbands agree upon the vital questions 
of brand, cost and style, a sale is not a 


sale. 


Will Spinster-Demand keep your fac- 
tory running? Then neglect this shadow. 
But if your goods are bought by Wives, 
present or potential, you must reckon with 
the shadow of a man. Your salesmen sel- 
dom see him—for he’s busy earning 


money, acting 


as the Treasurer of the 


Family for which, by common consent, 
his wife is the Purchasing Agent. But 
he’s always present in the mind’s eye of 
his wife, whether she is buying cosmetics 
for herself, shirts for him, or andirons for 


the home. 


In Redbook, 


one of the Family Group 


magazines, you can reach men and wom- 
en together for 30% less cost than you 
must pay to reach one sex alone through 
other media. Need more be said? 


Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, New 
York City. 
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ADVERTISING AGE 


March 4, 1933 


FIGHT N. Y. BAN 
ON BEER COPY 


New York, March 1.—The recom- 
mendation that beer advertising be 
prohibited in this State, incorporated 
in the report to the Legislature made 
last week by the State Commission 
on Alcoholic Beverage Control Legis- 
lation, has drawn the fire of Hartley 
W. Barclay, managing editor of 
Modern Brewery, who characterized 
it as a dangerous and uneconomic 
restraint of trade which would do 
more harm than good. 

“Prohibiting beer advertising in 
publications in New York State 
merely means that an economic fac- 
tor in distribution is barred from 
use, and New York brewers will have 
to spend money, which would other- 
wise be spent for advertising, for 
novelties, favors, sales expense, sales- 
men’s salaries, etc.,” Mr. Barclay 
said in a telegram to Governor Leh- 
man. 

“There is no way of legislating out 
of existence the radio advertising 
broadcast from nearby States, and 
therefore the amount of sales ex- 
pense required to stimulate the mar- 
keting of New York beer through out- 
lets in New York State will have to 
be increased by New York brewers 
to offset the effects of beer radio 
advertising. 

The section of the commission’s 
report which recommended that beer 
advertising be prohibited reads as 
follows: 

“A great many of the abuses and 
excesses which arose before prohibi- 
tion were caused by the keen com- 
petition between various distillers 
and brewers in the sale of their 
products. 

“Advertising and high-pressure 
salesmanship were used to stimulate 
the marketing of liquor and beer. 
Extensive sales campaigns were car- 
ried on urging the consumption of 
particular products. 

“The commission recommends that 
no advertising of any kind be per- 
mitted for the sale of beer. Signs 
outside and inside of places selling 
beer should be subject to rules and 
regulations of the State Liquor Con- 
trol Board as to size, contents, etc. 

“The only exception to this should 
be a mandatory provision, as above 
set forth, that all beer trucks carry 
a sign of the brewer making the de- 
livery, so as to avoid racketeering by 
peddlers of beer.” 


Financial Weekly Quits 


Following the merger of R. G. Dun 
& Co., and the Bradstreet Co., New 
York commercial reporting agencies, 
Bradstreet’s Weekly, a business di- 
gest published by the latter firm, will 
be discontinued. 


Spencer Now with Sun 


Spencer Vanderbilt, formerly with 
United States Advertising Corpora- 
tion, has joined the copy and plan 
department of Sun Advertising Com 
pany, Toledo, O. 


and many others 


BIG 


NATIONAL BISCUIT CO. 
RALSTON PURINA CO. 
WHEATENA CORPORATION 
CLIMALENE COMPANY 
McCOY LABORATORIES 


PUT IT OVER 


Robert G. Marshall, Marshall Letter 
Service, and M. H. Higgins, Auto- 
point Company, chairman and vice- 
chairman of the direct mail depart- 
mental of Chicago Advertising 
Council, examine some of the ex- 
hibits at the recent three-day 
conference. 


Westinghouse 
Fans to Use 
Fox Cartoons 


Pittsburgh, Pa., March 2.—All of 
the characters created by Fontaine 
Fox for newspaper syndication will 
march through the magazines during 
the coming summer over the signa- 
ture of Westinghouse Electric & 
Manufacturing Company. 

Westinghouse fans will be extolled, 
directly or indirectly, by the Skip- 
per, the Little Scorpions’ Club, the 
Ladies’ Club of Toonerville, famous 
for its trolley car, Aunt Eppie Hogg, 
and last, but not least, the Terrible 
Tempered Mr. Bang. 

The Little Scorpions found a West- 
inghouse fan altogether unsatisfac- 
tory. the eartoons will prove. “The 
Scorpions were assembling an air- 
plane and needed a fan that would 
make at least as much noise as an 
airplane motor. Unfortunately, the 
Westinghouse fan is absolutely si- 
lent, and members of the club ex- 
pressed great chagrin. 

Another indirect method of selling 
the Westinghouse takes the form of 
showing the Terrible Tempered Mr. 
Bang smashing up the fan which 
wouldn't work on the hottest day of 
the year. The type below the car- 
toon assures the reader that no such 
misfortune will befall those who buy 
Westinghouse. 

The series will run in Collier's, 
Good Housekeeping, The Literary Di- 
gest. McCall’s, Saturday Evening 
Post and Time. 


Representative Moves 


Bernard A. Rosenthal, Chicago rep- 
resentative for Independent Sales- 
man Magazine, Cincinnati, O., has 
moved to 333 N. Michigan Ave. 


will tell you that Big 4 service throughout the Chicago Market is 
THOROUGH from start to finish. 


These large, nationally known companies have recently used our or- 
ganization of adult carriers for placing their samples and literature 
directly in homes in Chicago and selected suburbs. 


We paved the way for their campaigns by checking dealers’ stocks, 
supplying them with window streamers and counter displays and build- 
ing up real dealer cooperation. 
our experience plus the dependability of our adult force enable us to 
render exceptional distributing service. 


Results have again demonstrated that 


If you need dealer cooperation in or near Chicago, you may be need- 
ing Big 4 service. Ask for our survey, "The Market Chicago." 


ADVERTISING CARRIERS 
20 EAST 8 ST. CHICAGO 


BANK HOLIDAY 
CREATES COPY 


Detroit, Mich., March 1.—Newspa- 
per advertising is playing an impor- 
tant role here in alleviating incon- 


veniences brought about by the 
Michigan bank holiday. 
Department stores, chain grocer- 


ies, oil companies, garages and bro- 
kerage houses rushed into print as 
early as the first day of the holiday 
with information as to how their 
customers could make purchases and 
carry on business as usual during 
the emergency. Automobile and 
other large corporations took large 
space to announce plans for cashing 
their employes’ pay checks at quick- 
ly-established private banks. Finance 
companies seized upon the opportu- 
nity to inform the public that small 
loans were immediately available. 

Most downtown stores inserted 
rush copy emphasizing that credit 
was still available to charge account 
customers, and many announced that 
in view of their confidence in quick 
recovery of financial stability here 
they would be glad to accept checks 
up to the amount of the purchase 
from customers who ordinarily 
bought with cash. Later in the week 
the tone of much of the “new credit” 
advertising was changed to an ag- 
gressive bid for new business on its 
basis. 

Business Goes On 


Officials of the Retail Merchants 
Association announced that business 
was not seriously affected by the 
temporary moratorium. 

The four large oil companies 
placed into immediate operation va- 
ried plans for their customers’ con- 
venience. They ranged from accept- 
ing checks for coupon books accept- 
able at any of the particular com- 
pany’s stations, to filling gas tanks 
of persons known by attendants 
merely on the customer’s promise to 
pay after the holiday. Downtown 
parking garages followed similar 
plans. 

Financial pages were filled with 
announcements by New York broker- 
age firms with Detroit branches that 
they were speeding currency to De- 
troit to facilitate transactions. Con- 
sequently, although the Detroit Stock 
Exchange was ordered closed for the 
period of the holiday, trading here 
on both New York boards went on 
normally. 

Many retail stores and gas stations 
used spot radio announcements to 
supplement their newspaper adver- 
tising. 

Detroit advertising agents were 
quick to develop credits in New York 
and other financial centers outside 
the state which enabled them to pay 
their obligations to publishers and 
others without delay. 


Notables F elicitate 
WOR on 11th Birthday 


President Hoover, members of the 
in-coming cabinet, senators, and 
many others prominent in national 
and international affairs sent tele- 
grams of congratulation when WOR, 
Newark, N. J., celebrated its 11th 
birthday last week. 

Alfred J. McCosker, general man- 
ager of the station and president of 
the National Association of Broad- 
casters, spoke on the anniversary 
program. 


Cleveland Washer 


Manufacturers Merge 


Apex Electrical Manufacturing 
Company, Cleveland manufacturer 
of washing machines and electrical 
household devices, has purchased the 
Laundryette Corporation, also of 
Cleveland, which manufactures small 
washing machines. 

The businesses will be operated 
separately. 


Thomas Joins Ruppert 


Jack Thomas, who recently re- 
signed as advertising manager of An- 
beuser-Busch, St. Louis, will remain 
in the brewing industry as advertis- 
ing manager of Jacob Ruppert, lead- 
ing New York brewer. 


Poster Space 
to be Sold in 
Grand Central 


New York, March 1.—The Keyes 
Advertising Corporation was formed 
here this week to hold the franchise 


for poster displays in the Grand 
Central Terminal. The new medium 
will soon be offered to national 


advertisers. 

Charles H. McArthur is president 
of the company, Charles H. Sabin, 
Jr., vice-president, and A. S. Creigh- 
ton, treasurer. 

In issuing the franchise, the New 
York Central and the New Haven 
lines have agreed to permit adver- 
tising within the Grand Central 
Terminal for the first time since the 


structure was erected. A report by 
the Port of New York Authority 


showed that 161,000,000 people passed 
through the building in 313 days. 

“Commercial advertising in rail- 
road stations in Canada, Great 
Britain and Europe has been wel- 
comed for years,” a joint announce- 
ment by the two railroads reads, 
“but although the Grand Central 
Terminal authorities were ap- 
proached many times with flattering 
offers, they refused to permit the 
use of the facilities for other than 
their own transportation or non-com- 
mercial welfare advertising. 

“Now this policy has been relaxed 
to some extent and the first of a 
series of 24 handsome bronze cases 
displaying brilliantly lighted posters 
that change automatically each 15 
seconds has been erected in the in- 
coming waiting room. 

“Work is under way on similar 
cases on the walls between the train 
gates, both upper and lower levels, 
at each end of the baggage counter 
in the main concourse and at other 
prominent locations.” 


Laundry Copy 
Checks Swing 
To Washboard 


Milwaukee, Wis., March 2.-—With 
the campaign of Laundry Owners 
Association of Milwaukee about half 
completed, members report substan- 
tial gains in volume, although the 
basis for the drive is organized 
rather than individual development. 

The copy, written by Laundry In- 
dustry Company, Chicago, headed by 
E. H. Harris, runs weekly in the 
Milwaukee Journal, occupying 504 
lines. It will be seen for sixteen 
weeks. 

Back of the newspaper advertis- 
ing is an aggressive educational cam- 
paign among laundry employes, as 
well as a speakers’ bureau which ad- 
Gresses organizations of all kinds, 
outlining the important position of 
the laundry industry in the economic 
scheme. 

The copy itself is interesting be- 
cause it features two slogans, one be- 
ing the well known phrase, “Send It 
to the Laundry,” the other, “Down 
with Wash Day,” coined by Mr. Har- 
ris. 

The advertising also stresses the 
contributions laundries make to hu- 
man happiness, with such headlines 
as “We want our mothers to be our 
pals every day,” and “We want our 
wives to keep their health and 
youth.” 

The local campaign, regarded as a 
test, will probably be sponsored by 
organizations in other cities. 


Needham Is Lecturer 


W. R. Needham, president of Need- 
ham and Grohmann, Inc., New York, 
has been appointed visiting lecturer 
on hotel publicity for the school of 
hotel administration, Cornell Uni- 
versity, Ithaca, N. Y. 


Hudson Announces Cut 


Hudson Motor Car Company, De- 
troit, is using extensive newspaper 
space and radio time to announce 
price reductions on all Hudson and 
Terraplane models, ranging up to 
$145 on some models. 


MENNEN COPY 
PLAYS A DUET 


(Continued from Page 1) 


of both preparations, specially pro. 
cessed tri-stearin, which is made to 
appear as a new improvement by the 
new copy angle. 

The shaving cream copy puts some 
emphasis on the lagniappe, skin 
health treatment. Its use is said 
not only to afford a perfect shave 
but to loosen the dirt imbedded in 
pores, often the cause of pimples, 
blackheads and muddy skin. 

Copy to appear during the next 
30 days will call attention to a spe 
cial trial offer of the new prepara- 
tions, a 35-cent tube for 25 cents, 
available at all dealers. After the 
special offer is withdrawn, adver. 
tisements will carry coupons good 
for a free sample sufficient to last 
10 days. 


“Bill” 


Like certain automobile manufac- 
turers, Wm. G. Mennen, president, 
has taken advantage of the fact that 
he is one of the few founders and 
owners in charge of a prominent na- 
tional business in order to give his 
advertising an individual touch and 
to back up copy claims with the 
weight of personal responsibility. 

All advertisements will carry his 
signature. In some he will address 
the public in the first person, and in 
one of the introductory magazine ad- 
vertisements he is pictured at the 
triumphant moment when he per- 
fected the new Mennen brushless 
shave. His quotes afford an oppor- 
tunity for straightforward, man-to- 
man copy, of which the following ex- 
cerpt is an example: 

“A lot of highfalutin’ words have 
been spilled about shaving. When I 
read some of those ‘scientific’ 
planations, I get confused myself. 

“Let me tell you something plain 
and simple. What really matters in 
a shave is this: Wilt Your Whiskers. 
Only then do you get a good, clean 
shave. Wilting means taking all the 
spunk out of the beard.” 

Without quibbling, the brushless 
shave copy charges that most other 
brushless shaving preparations not 
only lack wilting power but are 
greasy, whereas Mennen’s does not 
stick to the face nor clog the razor. 
Advertising treats the greaseless vir- 
tue as highly important, one head- 
line reading, for example, “A New 
Brushless Shave! It’s a Cream. 
NOT A GREASE.” 


Mennen Talks 


J. J. Hartigan Heads 


Newspaper Committee 


J. J. Hartigan, Campbell-Ewald 
Company, Detroit, has been = ap- 
pointed chairman of the Committee 
on Newspapers of the American As- 
sociation of Advertising Agencies, 
New York. Other members are: 

L. M. Malitz, Ruthrauff & Ryan, 
Inc., New York, vice-chairman; H. 
M. Billerbeck, Richardson, Alley & 
Richards Company, New _ York; 
Joseph Beck, Federal Advertising 
Agency, Inc., New York; L. T. Bush, 
The Blackman Company, New York; 
L. S. Kelly, McCann-Erickson, Inc., 
New York; 

A. B.. Pratt, Young & Rubicam, 
Inc., New York; F. M. Lawrence, 
Batten, Barton, Durstine & Osborn, 
Inc., New York; Lawrence I. Ever- 
ling, Richard A. Foley Advertising 
Agency, Inc., Philadelphia; E. Ross 
Gamble, Erwin, Wasey & Co., Chi- 
cago; Arthur J. Peel, S. A. Conover 
Company, Boston; Henry Tritschler, 
Nelson Chesman Company, Chatta- 
nooga. 


Charis ies Minne 


The Charis Musical Revue, fea- 
turing popular ballads and _ light 
opera, will make its initial appear- 
ance over a_ coast-to-coast NBC- 
WEAF network, Wednesday, March 
8, at 4:45 E. S. T. The weekly pro- 
gram, which will feature Gladys Bax- 


ter and Edward Nell, is sponsored by. 


Charis Corporation. 


Cordell Succeeds Johnson 


Ruff Cordell has succeeded A. S. 
Johnson as promotion manager of 
San Francisco Examiner. 
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ADVERTISING AGE 


WRIGHT GIVES 
POINTERS ON 
STORE DISPLAY 


New York, Mar. 2.—Russel Wright, 
industrial designer, whose display 
fixtures for Gimbel Bros.’ new main 
floor have given merchandising men 
food for thought, has some concrete 
ideas on the subject of display sell- 
ing, not the least interesting being 
that the design of display fixtures 
cannot be arrived at arbitrarily but 
must be governed by the function of 
the goods. 

“Fixtures which display them- 
selves, instead of the goods, have no 
place in efficient merchandising,” he 
said. “Good fixtures not only reveal 
the merchandise but exhibit it in 
such a way as to encourage its pur- 
chase. 

“All merchandise should be shown 
as clearly as possible, and so as not 
to conflict with or hide other items. 
A good fixture should provide for as 
many types of one item as possible, 
suggest the use of the goods and give 
the customer a sense of being able to 
make her own selection in advance 
of being waited upon.” 


The complete development of the |’ 


display fixture will come with the 
store of the future, according to Mr. 
Wright. More space will be utilized 
for display, he believes. There will 
be less concealed stock; merchandise 
will be temptingly displayed under 
glass. Display fixtures will become 
silent sales agents in the more literal 
sense, not only displaying the mer- 
chandise but automatically parting 
with it in exchange for cash. 


Grouped as Units 


In making over the interior of 
Gimbel Bros., counters were grouped 
into merchandising units. By substi- 
tuting general horizontal lines for 
vertical, the floor was made to seem 
more spacious and less cluttered. 
Uniform counter levels and a few 
generally applied colors aided in at- 
taining unification and simplification. 

Simple, abstract forms were used 
so as not to detract from the warmth 
and character of the merchandise. 
“Stream-lining” of counter levels and 
cases were employed with the idea 
that the shopper’s eyes would thus 
be led on from one display to the 
next. 

“T grouped my fixtures into general 
units; each group having a marked 
similarity of design while partaking 


tributing to the general effect of 
simplification and unification,” said 
Mr. Wright. 

“I decided on bright chromium as 
miy key material. It contrasts well 
with the dull sheen of the unstained 
mahogany counters, has a hard, cold 
brightness and attracts the eye, and, 
in a majority of cases, contrasts well 
with the varied character and 
warmth of the merchandise. 

“Products such as lingerie, hosiery 
and handkerchiefs, having an_ in- 
trinsic and concentrated warmth of 
texture, require a particularly severe 
display treatment. Fixtures for 
these departments were carried out 
in chromium, clear glass, clear 
mirror, bakelite and other materials 
having hard, glittery surfaces. 

“Jewelry, intrinsically hard and 
glittery, requires texture to offset its 
brillance. Uncolored, natural and 
synthetic cork, frosted glass and mir- 
ror and satin-finished plastics were 
used extensively for these fixtures. 

“To aid in unifying main groups, 
I used colors indicative of the mer- 
chandise where they did not conflict 
with the general scheme. The lingerie 
group was finished in rose and flesh 
mirror. Black and white in the 
jewelry group suggested the pomp 
and formality of evening, the scheme 
being carried out in gun metal mir- 


ties. 

“Canary yellow and black in glass 
and plastics are the colors used for 
the scarves. In the bag group, I 
used black, coffee au lait and white, 


15 Firms Help Promote 
First Aid Week 


Fifteen manufacturers in the drug 
and allied fields will devote a portion 
of their radio programs to a first aid 
message during National First Aid 
Week, March 12-18. Those partici- 
pating include: 

P. Beiersdorf, Inc., Chappel Broth- 
ers, Pepsodent Company, Vick Chemi- 
cal Company, Du Pont Cellophane 
Company, Bayer Company, Lavoris 
Company, Lehn & Fink, Bristol- 
Myers Company; R. L. Watkins Com- 
pany, Centaur Company, Campana 
Corporation, Wildroot Company, 
Musterole Company. 


Garfinkel Joins Allied 


Sidney Garfinkel, San Francisco 
agent, has joined Allied Service Net- 
work. 


Sales Punch Now 
Is More Direct, 
Ed Kobak Finds 


Chicago, March 2.—‘“The adver- 
tiser has begun to ask for the order 
in his copy,” said Edgar Kobak, 
president of the Advertising Federa- 
tion of America, in addressing the 
Chicago Advertising Council today. 
“There has been a change in copy 
appeal, with a more direct sales 
punch than formerly.” 

The McGraw-Hill vice-president re- 
iterated the statements made in re- 
cent addresses in which he made 
selling the key to defeating the de- 
pression, and pointed out personal 


observations of poor sales methods. 

“The buyer doesn’t buy largely be- 
cause the salesman is sure he won't,” 
he declared. 

Advertising people, he suggested 
in closing, may have lost some of 
the faith in advertising which those 
who use it have developed. Direct, 
simple thinking about advertising 
might prove more valuable in these 
days than too much elaborate analy- 
sis. 


Coca-Cola Earnings Good 


Coca-Cola Company and subsidiaries 
reports net profit for 1932 of $10,712,- 
672, equal to $8.67 a share on com- 
mon stock, after dividends on the 
class A shares. This compares with 
$14,023,622, or $11.82 on common 
stock, in 1931. 


“One O'Clock Club” 
Formed in Boston 


A group of young men in advertis- 
ing and allied fields have formed the 
“One O’Clock Club” in Boston. Meet- 
ings are held each Friday in the 
Chamber of Commerce Bldg. Officers 
are: 

Kendrick W. Diller, Sampson & 
Murdock Company, president; How- 
ard G. Sawyer, Wolcott & Holcomb, 
vice-president; E. Matthew Hallett, 
Lincoln and Smith Press, treasurer; 
Cory Snow, Heinn Company, secre- 
tary; Prescott Winkley, Lavin & 
Co., publicity director. 


United Moves Offices 


United Advertising Agency will 
move its Newark, N. J., office from 
11 Raymond Blvd., to Lefcourt New- 
ark Bldg., shortly. 


Wants 


2 A YEAR! 


Using 12 Pages That’s What You Would 
Spend, To Reach This Young Woman, With 


$419. 


~-To Spend Each Year 
for Personal Feminine 


million women 


wants. 


MINNEAPOLIS 


in enamel and plastics.” 


| Oo you sell to women ? 


Then sell to the 
buyers who read Fawcett 


Women’s Group. 89.93% are 35 or under—at 
the age when they’re bound to buy. 81.34% 
are wage-earners or wives of wage-earners— 
they have the money with which to buy. Last 
year, according to a recent survey, they spent 
$419.54 apiece on their personal feminine 


he Lowest Page Rate Per Thousan 


Now you can reach this market for $1.70 per. 


page per thousand! 
how to do it. 


tisers have already done. 


Send now and learn 
Find out what other adver- 


Learn about this 


market that gave the Fawcett Women’s 
Group a 46.4% circulation increase and a 
gain of 20.4% in advertising revenue in 1932. 
Just call or write—and get the complete 


story. 


FAWCETT PUBLICATIONS, Inc. 


CHICAGO 


NEW YORK 


LOS ANGELES 


“Fawcett “Women’s Group 


SAN FRANCISCO 
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and Mr. 


NORVAL HAWKINS | cons ssa 
JOINS GLEN BUCK 


Chicago, March 2.—Glen Buck, 
president of the Glen Buck Com- 
pany, Chicago agency, has announced 
the election of Norval A. Hawkins, 
for many years general sales man- 
ager of Ford Motor Company and 
later director of sales, advertising 
and service of General Motors Cor- 
poration, as a vice-president of the 
agency. The company will hereafter 
maintain offices in Chicago and De- 
troit. 

With the affiliation of Mr. Hawk- 
ins, who is reputed to have been the 
highest paid sales executive in the 
world, with the Glen Buck Company, 
two men who had much to do with 
the success of the Ford Motor Com- 
pany are re-united in a _ business Norval A. Hawkins 
enterprise. 


At the time that Ford assumed an/tive industry, Mr. Buck was in 


ficiency. 


network. 


Rapid’s meeting a closing date 


IRPLANES roaring down the airlanes with Rapid electro- 
types are just another emphasis upon this: Rapid uses~ 
every modern means to speed service or increase quality. 


No wonder agencies turn to Rapid when the fate of a campaign 
hangs upon speed. And why not? Rapid, being the largest 
electrotyping concern in the world, may be assumed to have 
facilities for extraordinary service. 


If you want the thrill of seeing an ‘unreasonable’ request 
performed in a work-a-day manner, try Rapid the next time 
a deadline jumps right out at you. 


And then observe the quality of Rapid’s work. You’ll know 
where to go for electrotypes ever after. Remember. Rapid 
welcomes small, single-electrotype jobs as well as the big ones. 


Lhe 


systems by 
became synonymous with modern ef- 


the Best 
Store, will make its bow to radio lis- 
teners over an NBC-WEAF network | Lux Toilet Soap. 
March 10, at 9 p. m., E. S. T., and 
also over the chain’s Pacific coast 


sales manager, 


Mr. Hawkins is the author of “The 
Selling Process,” 
sale of over 80,000 copies, while Mr. 
“Success in Retailing,” 
| |of which more than a million copies 
have been distributed. 


Buck wrote 


Foods 


The program 
Howard, Jeannie Lang, Herbert Po- 
lesie, the Singing Clerks, and Harry 
Salter’s orchestra. 


vice-president of Hays MacFarland & 
outstanding position in the automo-|charge of the company’s publicity, | Co., Chicago agency. 


RAPID ChivineG 


was perfecting the 


= ca ertace ys FRESH ANGLES 
INTRODUCED BY 
LEVER'S COPY 


Cambridge, Mass., March 2.-—New 
vitality and attention value were in- 
jected into the advertising of Lever 
Brothers Company this week when 
Musical Grocery |it ingeniously combined 
monial and comic strip in behalf of 


Best Foods to Air 


Musical Grocery Store 
A new half-hour weekly program, 


which has had a 


will feature Tom 


Another innovation was the use of 
a drawing submitted by an eleven- 
year-old girl—crude, but effective. 


Greta Nissen to the Rescue 


The testimonial was that of Greta 
-aneemeenel Nissen, but it was couched in comic 

Dunham Resigns strip style in newspaper 

John H. Dunham has resigned as|™ents. The strip related the adven- 

tures of a novice in movieland who 

was given a lift on the road to fame 

_!purring, “Why, Ann! Your clothes 


Ready soon... 
Wings to Words 


A complete treatise covering electro- 
typing in all its phases; beautifully 
printed and profusely illustrated. An 
outstanding book. Indispensable to ad- 
vertisers, agency executives, produc- 
tion managers and printers. Sent free. 


Limited Edition... A copy will be re- 
served for you on receipt of request on 
your letterhead addressed to Dept. E. 


The Largest Plate Makers in the World 


BRANCH OFFICES 
New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


CINCINNATI 


a 
by a complexion tip from Miss Nig. 
sen. 

This portrayal gave Lever Brothers 
an opportunity to give fresh empha. 
sis to its claim that “of 694 impor. 
tant Hollywood actresses, actually | 
686 use Lux Toilet Soap.” The art. 
ist’s treatment of Miss Nissen was § 
also calculated to win the interest ° 
of the legion of film fans. 


was the young artist whose work was 
accepted by Lever’ Brothers for 
Rinso and used in the current issye 
of The Parents’ Magazine. 

Mrs. K. R. Quigley gave this ex. 
planation in the copy: 

“Even my little girl has noticed 
how much work Rinso saves me on 
washday—and how snowy it gets the , 
clothes. The other day she made 
this sketch about Rinso and asked 
me to send it to you. I know it’s 
childish, but it does say just what 
I've always felt about Rinso.” 

Though Mrs. Quigley’s criticism 
was only too well justified, Lever 
Brothers used the drawing as re. 
ceived, without editing. In the first 
panel, a friendly neighbor is shown 


are terrible,” while Ann admits, 
sadly, “My clothes aren’t clean at 
all.” 

Ann, however, has the usual ex- 
perience of having all her washday 
troubles ended by Rinso and remarks 
happily, as the curtain falls, “Rinso 
is sure lovely.” 


Owen B. Winters 
Purchases Small 


Country Weekly 


New York, March 2.—Owen B. Win- 
ters, partner in Erwin, Wasey & 
Co., has purchased the 58-year old 
country weekly, Centreville, Md., 
Record, which was suspended nearly 
a year ago, and revived it as Queen 
Anne's Record. It will be published 
from the old Centreville Record plant 
opposite the courthouse on Lawyers 
Row. 

Mr. Winters has been a resident 
of Eastern Shore, Queen Anne's 
County, for four years, commuting 
regularly from his home there, 
Land’s End Farm, to his New York 
office. Arthur H. Kudner, president 
of Erwin, Wasey & Co., will become 
his neighbor when a residence now 
under construction on Prospect Bay 
is completed. 


boating, fishing, gunning and other 
sports the region affords, and the 
natives have long since ceased to 
wonder at the frequent appearance 
of Mr. Kudner’s blue Sikorsky. 

M. Wilson Harris is general man- 
ager of the Queen Anne’s Record and 
Roy H. Wilson, formerly of the Wil- 
mington, Del., Evening Journal, 
reigns over the business office. 

In assuming the role of newspaper 
publisher, Mr. Winters returns to the 
profession that gave him his first 
job. He left newspaper work shortly 
after graduating from the University 
of Michigan in 1914 to become an 
advertising man, but has retained 
his interest in writing, contributing 
frequently to magazines. When 
agency duties do not interfere, he will 
lend his talents to the editorial col- 
umns of his paper. 


De Soto Sales Jump 


De Soto Motor Corporation, De- 
troit, reports retail deliveries during 
January, 1933, were 193 per cent 
ahead of January, 1932, and 274 per 
cent over January, 1931. The figures 
include Plymouth sales by De Soto 
dealers. 


Ditzell in New Post 


John F. Ditzell, previously assis- 
tant vice-president in charge of re- 
frigeration for Grigsby-Grunow Com- 
pany, Chicago, has been named assis- 
tant vice-president and general sales 
manager of that company, in charge 
of all sales activities. 


“Family Circle” Moves 

Growth of the Family Circle, New 
York, has necessitated a move to 
larger quarters. The magazine is 
now comfortably settled at 400 Madi- 
son Ave., and the new telephone is 


Wickersham 2-5630. 


Jane Quigley, 11, of Seattle, Wash, * 


a ‘ 
Both men are ardent devotees of 
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RADIO SERIES 
TO TELL STORY 
OF ADVERTISING 


New York, Mar. 1.—A nationwide 
radio presentation of fifteen short 
weekly talks on advertising will be 
initiated under the auspices of the 
Advertising Federation of America 
March 7. More than 150 stations in 
46 states will carry the messages. 

The first talk, entitled ‘“‘Advertis- 
ing-minded America,” will be given 
over Station WOR here next Tues- 


day noon by Gilbert T. Hodges, chair- | — 


man of the board of the Advertising 
Federation and member of the ex- 
ecutive board of the New York Sun. 

On Monday, March 14, the second 
talk in the series will be given over 
WOR under the title “Why We Read 
the Ads” by Edgar Kobak, president 
of the A. F. A. and vice-president and 
general sales manager of the Mec- 
Graw-Hill Publishing Company. In 
addition to this broadcast and the 
one to be given by Mr. Hodges, the 
talks will be read before the micro- 
phone by outstanding leaders in in- 
dustry, business and advertising in 
the communities served by the co- 
operating stations. 

The radio series forms a part of 
the general educational program of 
the A. F. A., arranged by its Bureau 
of Research and Education. The mes- 
sages will supplement the third of 
a series of advertising talks now be- 
ing presented by business leaders be- 
fore clubs affiliated with the Fed- 
eration. 

The radio broadcasts will be ad- 
dressed primarily to the general con- 
sumer of advertised products and 
their purpose is to gain among the 
buying public a wider understanding 
of the functions of advertising and 
an appreciation of its importance as 
an economic force. Other titles in 
the series will include ‘‘Advertising, 
the Civilizer,” “The Cost of Adver- 
tising,” “Advertising and the Machine 
Age,” “Public Confidence and Adver- 
lising” and “Advertising and the 
Standard of Living.” 

Participation of the radio stations 
was secured with the cooperation of 
the National Association of Broad- 
casters which is one of the nineteen 
national departmentals of the Fed- 
eration. 

The 150 stations which have agreed 
to cooperate include, in addition to 
WOR, WBZ and WBZA in Boston; 
KOA in Denver; WTIC, Hartford; 
WEBC, Duluth; WSM, Nashville; 
KMOX, St. Louis; WGR and WKBW 
in Buffalo; WICC in Bridgeport, 
Conn.; WCAU, Philadelphia; WWJ, 
Detroit; KOIL, Omaha; WHAM, 
Rochester; WLW, Cincinnati; WSM, 
Nashville; WFAA, Dallas; KOB, 
Albuquerque; WSBT, South Bend; 
WJAR, Providence, R. I.; WBAP, 
Fort Worth; WKZO, Kalamazoo; 
WIBA, Madison, Wis.; WHP, Har- 
risburg; WBT, Charlotte; WMC, 
Memphis; WCOA, Pensacola; WCSH, 
Portland, Maine; KTBS, Shreveport; 
WTAR, Norfolk; WTMJ, Milwaukee 
and KFSD, San Diego. 


Ohioans Consider Barter- 
ing Merchandise for Space 


A barter plan under which a manu- 
facturer would pay for advertising 
with merchandise, which in turn 
would be given to a local store, was 
discussed at the recent meeting of 
Buckeye Press Association at Co- 
lumbus, O. Officers elected at the 


, Session include: 


Dale Wolf, Norwood Enterprise, 
president; James G. May, New Con- 
cord Enterprise, vice-president; L. E. 
Boisel, Cuyahoga Falls News, exec- 
utive secretary; Harold Schellinger, 
Ohio State University, recording sec- 
retary. 


Give Theater Tickets 


Affiliated Products Company, 
maker of Kissproof, Jo-cur, and other 
cosmetic lines, offered free admis- 
sions to the Roxy Theater, New York, 
to every one presenting a carton of 
a full size package of Jo-cur wave 
set at the box office. The offer was 
good for a week. 


Uses 100-Page Insert 


Winton Engine Corporation, a divi- 
sion of General Motors, is using a 
100-page advertisement in the March 
issue of Motorship. Each page fea- 
tures an installation of the company’s 
equipment. 


Store Seeks Swaps 


Colonial Department Store, De- 
troit, is using space in local dailies 
to invite farmers to trade farm pro- 
duce for merchandise. The store has 
a food department. 


Stage “No Profit” Sale 


Gimbels, New York, is using large 
newspaper space in local dailies to 
feature a “no profit” sales which 
started Feb. 24 and is scheduled to 
run about 20 days. 


BROADCASTING 
DECLINES FOR 
SEVENTH MONTH 


New York, March 2.—For the sev- 
enth consecutive month, radio broad- 
casting declined in dollar volume 
from the corresponding month of the 
previous year, National Advertising 
Records reports. 

The figure for January, 1933, is 
$2,789,402, compared with $3,984,289 
for January, 1932. The decline has 


been progressive, the October loss be- 
ing $217,667; November, $444,969; 
December, $592,427; January, $1,194,- 
887. 

Radio advertising, however, got 
more support from manufacturers of 
radios, phonographs and musical in- 
struments in January of this year 
than last. The current figure is 
$54,367, compared with $39,540. 


Pepsodent Heads List 


Pepsodent Company, Chicago, was 
the largest individual radio adver- 
tiser in January, spending $158,883 
for time. Other large radio users 
were American Tobacco Company, 
$157,910; Liggett & Myers Tobacco 
Co., $118,625; Buick-Olds-Pontiac 
Sales Co., $86,851; Standard Oil of 
New Jersey, $66,285; General Mills, 


Inc., $58,997; Philco Radio & Tele- 
vision Corp., $54,367. 

In the spot broadcasting field. 
Beech-Nut Packing Company was re- 
vealed as the largest buyer of time, 
with $21,551. Beech-Nut uses tran- 
scriptions exclusively in spot broad- 
casting. Dodge Motor Car Company 
was in second place, with $10,254. It, 
too, relies on records. 


State May Advertise 


The agricultural, commercial and 
industrial advantages of Georgia 
may be advertised if a bill recently 
introduced in the legislature is 
passed. The bill provides for a state 
appropriation of $125,000, allocated to 
the state highway department, pro- 
vided an equal amount is raised by 
subscription. 


TAKE HOME SOME LAMPS 


FOREMOST IN ANIMATION 


requirements when motion 
displays are involved. 


organization. 


and also SELL. 


invite 


A department of creativ 


Leading advertisers and lithographers look to Ani- 
mated Advertising Displays, Inec., of Detroit, for their 


and illumination in window 


This recognition in a rapidly-growing and nation- 
wide industry has been earned by a complete and balanced 


e design with real ideas which 


Sources of supply best fitted to the individual case— 
art, photography, lithography, process reproduction from 
nationally recognized leaders—QUALITY. 


Mane elaborate display ever produced in so large a quantity— 
Both an advertisement and a demonstration of the 


1500 pieces. 
operation and effects of the Fisher 
standard on all General Motors cars 
objectionable features of uncontrolled 
types of cars. 


produced by a car travelling at 40 


controlled ventilation. The direction a 


rents is shown by the moving ribbons. 
below the car describe each action as it takes place. 
cycle consumes 75 seconds—a count of 562 observers shows the 
average time of observation is 724 minutes. 


An electric fan creates an air current proportionate to that 


mechanical movements illustrate the possibilities of individually 


Body 
for 1933. Also illustrates 
ventilation in conventional 


WS, 


tre: = 
ventilating system “Ei MINATES 


SS QRAFTS 


ie number of pieces the largest contract for ani- 
mated window displays ever placed—20,000 for the 
Lamp Department of General Electric Co. Ordered 
only after exhaustive tests at the Schenectady labora- 
tories and approval by the field selling organization 


in competition with many 
sources. 


designs from various 
The feature display of the 1933 General 


Electric Lamp division campaign of 54 pieces for 


Edison and Mazda. 


The design fits in with the 1933 General Electric 


campaign emphasizing trade-marked quality. 


The 


girl points first to a lamp which lights up at her 
touch and turns off as her hand moves upward to 
point to a large GE trade-mark transparency, which 
is in turn illuminated until the arm moves downward 


again. 


The metal tray below holds merchandise. 


A staff of mechanical and electrical engineers who 
design simple, sturdy dependable mechanisms that work 


right and STAND UP. 


A manufacturing department of from fifty to eighty 
expert mechanics—with adequate machinery and floor 
space, recently tripled—precise work, quick deliveries and 


LOW COSTS. 


A nation-wide selling force making available to our 
widely distributed clients the full possibilities of our 


SERVICE. 


It’s a great organization—already the acknowledged 
leader in its field and distinctly on the UP-AND-UP. 
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Animated Advertising Displays, Inc. 


6209 Hamilton Avenue, Detroit, Michigan, U. S. A. 


New England Eastern States New York State Ohio Kentucky Illinois Wisconsin Missouri Texas Pacific Coast 
H. L. Van Wyck I. C. Silverstein J. S. Flannigan Dugan-Campbell W. J. Smith W. L. Pressey H. B. Greisen F. M. Danner J. H. Skinner T. O. Roth 
Hampton, N. H. New York Canandaigua Akron Louisville Chicago Milwaukee Kansas City Houston Los Angeles 
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ADVERTISING AGE 


March 4, 1933 


Fair Provides 
Background for 
Nash Campaign 


Kenosha, Wis., March 2.—As the 
automotive manufacturer nearest 
Chicago, scene of the 1933 Century 
of Progress, Nash Motors Company 
is contributing to the success of the 
forthcoming exposition by picturing 
some of the unique fair buildings in 
its magazine copy. 

The benefit is mutual, since Ke- 
nosha is only a few miles from Chi- 
cago and the tie-up is expected to 
bring a host of motorists to the 
factory during the Century of Prog- 
ress. Later advertisements in the 
series will probably contain a spe- 
cific invitation to visitors to drop in 
at the Nash plant. 

The big motor factory has always 
been a mecca for those interested in 
modern manufacturing methods. It 
is so arranged that a visit banishes 
all of the mystery about straight-line 
manufacture. In every department, 
signs indicate the mission of the men 
at work, even the function of such 
machines as the dynamometer being 
explained. 

The halftones of the fair buildings, 
many in color, will be presented for 
several months in American Maga- 
zine, Collier’s, Cosmopolitan, House 
«& Garden, National Geographic, The 
New Yorker, The Saturday Evening 
Post, Vanity Fair and Vogue by the 
company’s agency, Green Fulton Cun- 
ningham Company, Chicago. 

The magazine campaign is to be 
supplemented by a 200-piece jig-saw 
puzzle to be distributed free by deal 
ers. When the color photograph is 
pieced together, the amateur detec- 
tive sees a picture of a big Nash 
standing in front of the Hall of 
Science of the Century of Progress. 
Nash is said to be the first car manu- 
facturer to capitalize the jig-saw 
craze. 


WORLD'S FAIR BUILDINGS PROVIDE BACKGROUND 


Current advertisements for Nash Motors feature natural color photographs showing a background of 


Sears Re t , il | 
Stores Show 
Loss for Year 


Chicago, March 1.—Although the 
annual statement of Sears, Roebuck 
& Co., shows that the company oper- 
ated at a loss in 1932 for the first 
time in eleven years. the company’s 
mail order business turned out a 
profit of $3,105,000. 

The operating loss for the entire 
business for the 14 months ended 
Jan. 28, 1933, was $2,544,000, with 
the retail stores division of the busi- 
ness showing a loss of $4,303,000. 

Two other sources of loss were the 


World's Fair buildings. 


home construction division, which 
lost $1,155,000 during the period, and 
the Encyclopedia Britannica, which 
is controlled by the company, and 
which turned in a loss of $514,000. 

During the fiscal period reported 
on, which is of unusual length be- 
cause of a change in the fiscal year, 
the company abandoned 28 class “B” 
stores, which handle heavy lines such 
as hardware, automobile accessories, 
and electrical appliances. 

The 94 class stores, located 
principally in metropolitan areas and 
selling staple merchandise, operated 
at a profit during the period. 

Losses shown for the period were 
unusually large because a number 
of non-recurring expense items were 
included. 


“gow 


This is Number Five of a 
series of ads which show 
how we produce the qual- 
ity and service which 
have rn ge & Ollier 
Engraving Co. the largest 
——_— plant in 
hicago 


£40 


PROCESS 


PLATE 


FOR many years Jahn 
and Ollier color 
plates have had a na- 
tional reputation for de- 
luxe quality. They are 
known for their accuracy 
and brilliance, as well as 
their mechanical ex- 
cellence. You can depend 
upon faithful reproduc- 
tion and you can be cer- 
tain of minimum press- 
room costs when you use 
Jahn and Olllier process 


plates. Another feature of interest to national 
advertisers is our thorough knowledge of na- 
tional publication requirements. 
plates suited to the peculiarities of the press 
rooms in which the work will be done. 


R 


5 


e make 


Halftone screen in position on 
a steel precision color-camera. 


Sensitive fingers of a skilled fin- 
isher tracing the elusive outlines 
of halftone dots. 


The latest and finest camera 
equipment — a photograph- 
ing gallery hermetically 
sealed wherein the air is 
washed in oil and changed - 
every 3% A stbeneclicinns mi 
under press room conditions 
—clever workmen who have been perfecting 
their skill with us many years—cleanliness— 
great care —all these things contribute to your 
satisfaction when placing color process orders 
here. Talk to our color experts—no obligation. 


JAHN & OLLIER ENGRAVING CO. 


ADVERTISING ILLUSTRATIONS—PHOTOGRAPHS 
FINE PRINTING PLATES FOR BLACK OR COLORS 


TELEPHONE MONROE 7080 
817 W. WASHINGTON BOULEVARD e CHICAGO 


U.S. BROADCASTS 
IN CANADA STIR 
IRE OF COMMONS 


Ottawa, Ont., March 1.— The fate 
of American-owned radio stations in 
Canada, and of advertising of Ameri- 
can-manufactured products over the 
Canadian air will be decided by 
regulations which will be drawn up 
within a month by the Canadian 
government, requiring broadcasting 
stations in Canada to serve the in- 
terests of that country. 

The question was raised and de- 
cided in Parliament this week. Wil- 
liam D. Euler, former minister of 
national revenue, protested in the 
House of Commons against foreign 
ownership of Canadian radio facili- 
ties, and also against the fact that 90 
per cent of the broadcasts over 
CHOK, of Windsor, originated in the 
United States. 

Alfred Duranleau, minister of ma- 
rine, announced that within a month 
regulations will be drawn up requir- 
ing CKOK, known as the Detroit- 
Windsor international station, to 
serve the interests of Canada. 

The minister expressed the view 
that Canadian stations should adver- 
tise goods which are manufactured 
in Canada. An undue proportion of 
the time of the Detroit-Windsor sta- 
tion, he declared, is devoted to 
American programs and American 
advertising. CKOK maintains main 
studios in Windsor and auxiliary 
studios in Detroit. 


On Chain List 


Facts were introduced in an effort 
to prove that Essex Broadcasters 
Ltd., owner of the station, is Ameri- 
can-controlled. Evidence taken  be- 
fore the Federal Radio Commission 
of the United States was brought 
forward to support the contention. 
Price lists of the Columbia Broad- 
casting System, of which CKOK is a 
member, were produced. They showed 
a basic network of 22 cities in which 
Detroit and Windsor were listed and 
in which Windsor was the only 
Canadian city mentioned. 

Principles of the Canadian Radio 
Commission, according to Mr. Euler, 
provide not only that companies 
should remain under Canadian con- 
trol, but that which they broadcast 
should be of Canadian origin. 


~ 


Roofer Makes Magnesia 

Philip Carey Company, Lockland, 
O., roofing manufacturer, is running 
a test campaign in Cincinnati Times- 
Star on Carey’s Improved Magnesia. 


A. B. C. Sets Dates 


The 1933 convention of Audit Bu- 
reau of Circulations will be held at 
Stevens Hotel, Chicago, Oct. 19-20. 


FIGHT USE OF 
‘LEADERS’ WITH 
MODEL STATUTE 


New York, March 2.—Associated 
Grocery Manufacturers of America, 
Inc., has drafted a model law which, 
if passed by state legislatures, would 
prevent the advertising or sale of 
standard grocery products at or be- 
low cost to promote the sale of 
other merchandise at a compensat- 
ing profit. 

Believing that this practice is un- 
fair and injurious to competing 
dealers, as well as to manufacturers, 
the executive committee of the asso- 
ciation has branded it as “uneco- 
nomic and unfair price competition.” 

The association believes legisla- 
tion is a needed and effective rem- 
edy which would express a sound 
public policy, preventing a practice 
inconsistent with the principle of 
economic and fair competition. 

The proposed legislation, prepared 
only after a careful consideration of 
the various proposals of such a law 
and a review of existing anti-trust 
legislation, is embodied in “An Act 
to protect intrastate commerce 
against unfair competition.” It pro- 
vides in part: 

“The term ‘unfair price competi- 
tion’ means the advertisement or 
offer for sale or sale of merchandise 
at or below its purchase cost, in the 
course of intrastate commerce 
in this state, which is made to pro- 
mote the sale of other merchandise 
and which is effective or has a dan- 
gerous tendency either to unduly 
lessen competition or to create a 
monopoly in any line or part of such 
commerce. 

“Unfair price competition is hereby 
declared unlawful. Any person who 
uses it shall be guilty of a misde- 
meanor and shall, upon conviction, 
suffer the penalty prescribed.” 

The penalty would vary according 
to conditions in each State, no 
standard having been recommended. 


Want to Test a Philco? 
Call Western, Postal 


Phileo Radio and Television Cor- 
poration, Philadelphia, has just com- 
pleted an arrangement whereby any 
one wanting a free demonstration of 
a Phlico radio may call Western Un- 
ion or Postal Telegraph and report 
that fact. 

Next day the nearest Philco dealer 
completes the arrangement and in- 
stalls a Philco on trial. 


Theaters Object to 


High Newspaper Rates 


Motion Picture Herald, New York, 
is waging a campaign against mo- 
tion picture rates in metropolitan 
dailies, which it says are generally 
much higher than either the local or 
national rates. 

Advertising rates for motion pic- 
ture theaters are from 10 to 100 per 
cent higher than rates for other busi- 
nesses, the publication asserts. 


L. A. Daily Forms 


“Readers’ Alliance” 


Illustrated Daily News, Los An- 
geles, is sponsoring a ‘Readers’ Alli- 
ance,” members of which receive to- 
ken books which are to be given to 
merchants from whom purchases are 
made. 

The plan was outlined to readers 
in an unusual series of advertise- 
ments. 


Club Sponsors Cruise 


The Poor Richard Club, Philadel- 
phia advertising organization, is 
sponsoring a _ six-weeks cruise to 
Europe for members and _ friends, 
similar to a cruise sponsored by the 
club in 1929. Theodore E. Ash, Ash 
Advertising Agency, is chairman of 
the tour committee. 


New C igarette Started 


Brown & Williamson Tobacco Com- 
pany, Louisville, Ky., has introduced 
a new menthol-treated cigarette, 
“Kool,” and is testing it in the Min- 
neapolis-St. Paul territory, prior to 
general introduction. 
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ADVERTISING AGE 


HOSPITALS— 


Most of the leading advertisers of food prod- 
ucts appreciate the importance of the hospital 
market so thoroughly that they have set up insti- 
tutional departments through which to take care 
of this business. 


These departments are regularly producing a 
decidedly attractive volume of business from hos- 
pitals, by studying their requirements, providing 
the desired type of package and service, and by 
advertising their offerings in HOSPITAL 
MANAGEMENT. 


Specialized attention to this field pays! 


In the first place, the hospitals represent a 
constant food market, represented by more than 
1,800,000 daily population—including patients, 
nursing and medical staff and administrative per- 
sonnel. That means 5,400,000 meals every day, 


and requires an expenditure for foods of over 
$200,000,000 a year. 


The market is large in volume but compact in 
size. From a practical sales standpoint, the sev- 
eral thousand institutions representing the bulk of 
the business can be called on easily and inexpen- 
sively. And they are worth calling on, because 
they are constantly in the market. 


The percentage of food purchased and used 
under medical direction and control is negligible. 
The food department operates under the direction 
of the superintendent, the administrative head of 
the hospital, and is usually in immediate charge of 
a dietitian or steward. 


The executives concerned with the choice of 
food products for hospital use of course read the 
publication in which they can find most informa- 
tion on this subject — HOSPITAL MANAGE- 
MENT. This magazine—the only strictly admin- 
istrative publication in the hospital field—has for 
many years presented more information about 
foods and food service than any other hospital 
publication. 


In one twelve-month period, for example, 
HOSPITAL MANAGEMENT published 53.5 
pages of material on this important subject, in- 
cluding twenty-five feature articles contributed 


A Major Market for Food 
Products and Equipment 


by leading authorities on institutional food service 
and management. The proportion of the entire 
editorial content devoted to this subject was 9.7 
percent—nearly double that of any other hospital 
journal! 


Advertising of food products and equipment 
appears in HOSPITAL MANAGEMENT in the 
special section devoted to this subject—thus pro- 
viding a background of reader interest in the prod- 
ucts advertised which it would be impossible to 
develop in any other way. 


That is why the editorial policy of HOSPITAL 
MANAGEMENT, which is devoted to the admin- 
istrative rather than the professional phases of 
hospital work, is of so much advantage to the ad- 
vertiser who sells to executives. The whole edi- 
torial content is favorable to that type of 
advertising. 


The value of the market and the ideal service 
supplied by HOSPITAL MANAGEMENT are in- 
dicated clearly by the regular use of the magazine 
by such leading advertisers as Jell-O, Heinz, 
Libby, McNeill & Libby, John Sexton & Co., S. 
Gumpert & Son, Continental Coffee Company, 
Onondaga Pottery Company, Edison General 
Electric Appliance Company, Waters-Genter 
Company, Kelvinator, International Nickel Com- 
pany, Hall China Company, Fearless Dishwasher 
Company, etc., etc. 


The editorial and business staff of HOS- 
PITAL MANAGEMENT will be glad to discuss 
with any food products or food equipment adver- 
tiser the results of sixteen years’ experience in the 
hospital field. Our service to advertisers includes 
marketing counsel, lists, sales leads and other 
selling helps. 


In dealing with HOSPITAL MANAGE- 
MENT, you are working with the only hospital 
magazine which is a member of the Associated 
Business Papers, Inc., the national association of 
business publishers, whose standards of practice 
insure the highest type of service to both readers 


and advertisers. Of course it’s a member of the 
A. B.C. 


HOSPITAL MANAGEMENT 


The Practical Journal of Hospital Administration 


537 S. Dearborn St., Chicago 


Member A. B. C. — A. B. P. 


Graybar Bldg., New York 
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Charles McMahon Joins 
Detroit Vapor Stove Co. 


Charles H. McMahon, formerly ad- 
vertising manager, First National 
Bank of Detroit, has been named 
sales promotion manager of Detroit 
Vapor Stove Company. 

Mr. McMahon, who is a past presi- 
dent of Financial Advertisers Asso- 
ciation and of Adcraft Club of De- 
troit. has been engaged as an ad- 
vertising counselor for the past year. 


Named Coast Manager 


J. P. McKinney & Son, special rep- 
resentatives, have named Ernest R. 
Gosling, formerly with Rochester, N. 
Y., Times-Union and Democrat-Chron- 
icle, as Pacific coast manager, with 
offices in San Francisco. He suc- 
ceeds J. Leslie Meek, who is con- 
tinuing as a publishers’ representa- 
tive under his own name. 


Class Advertisers 


Appoint Reese Agency 
Thomas H. Reese & Co., New York, 
have been appointed by Franceva, 
corsets and lingerie; Claras, gowns, 
and Francois, hair stylist, all of New 
York. 
Class magazines and direct mail 
will be used for these accounts. 


G. E. Earnings Down 
General Electric Company had a 
profit of $14,404,110 available for 
dividends, equal to 41 cents a share 
on the common stock, in 1932, com- 
pared with $38,381,990, or $1.33 a 
share, in the previous year. 


E. W. French Moves 


E. W. French Company, advertis- 
ing novelties, is now located at 115- 
117 Nassau St., New York. 


country during 1933. 


products. 


a GOLDEN OPPO RTUNITY 


18 NEGRO COOKING SCHOOLS SCHEDULED FOR 1933 IN U. S. 


@ Under the direction of the M. C. Taylor Company, in collaboration with the 
W. B. Ziff Co., 18 Negro cooking schools will be conducted throughout the 


These schools are sponsored in each instance, by the leading Negro newspaper 
of the city. They offer aggressive food manufacturers an exceptional oppor- 
tunity to capture new virgin markets and establish fresh outlets for their 


Complete information regarding these schools together with data covering the 
Negro field will be gladly furnished upon request. 


The NEGRO PRESS 


for FOOD 
Manufacturers 


Represented by Ww. B. ZIFF co. 
608 S. Dearborn St., 551 Fifth Ave., 
Chicago New York 


—_—_ 


“Stop at the KNICKERBOCKER 
HOTEL when you arrive in | 
New York City” > » » » 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York—FREE. 


HOTEL 


120 WEST 45th ST. - TIMES SQUARE - NEW YORK 
Edward B. Bell, Manager 


HERE IS 


Who Can Help You Hold Your Clients 


And Get New Ones 


EPARTMENT OF COM- 

MERCE figures show that 
86% of those companies which 
have forged ahead during the 
past two or three years at- 
tribute their success to im- 
proved marketing. To select- 
ing new markets with profit 
possibilities. To eliminating 
those which analysis showed 
were not worth keeping. To 
the study of means by which 
dealer and consumer accept- 
ance could be improved. To 
increased sales effort in the 
right direction. 


The leaders of today among 
advertising agencies are those 
which are giving their clients 
intelligent market research 
support. Those which are giv- 
ing profitable marketing sug- 
gestions based on proved facts 


A MAN 


to their clients. Suggestions 
which not only hold these 
clients but make them more 
important ones. 


7 Years of Market Analysis 
For the past seven years I have 
analyzed the merchandising 
methods, the distribution and 

_sales problems of many na- 
tional advertisers, large and 
small. Primarily from facts 
developed from field research. 
My position has been research 
manager of one of the largest 
national magazines. 


I can produce the facts which 
will help you hold your clients 
—and get new ones. May I 
call to discuss your problems 
with you? 


Write c/o Advertising Age, 
Box 276, 330 W. 42d Street, 
N, Y. C. 


Fred Black, Head 
Of Advertising 
For Ford, Resigns 


Detroit, Mich., March 2.—Follow- 
ing resignation of Fred L. Black as 
advertising manager of Ford Motor 
Company, after 15 years with the or- 
ganization, the advertising and sales 
departments have been combined 
under the direction of W. C. Cowl- 
ing, director of sales. 

Mr. Black said that he will engage 
in advertising research work in De- 
troit for the time being, and that he 
will deliver a series of lectures to 
students of advertising at the College 
of the City of Detroit under the aus- 
pices of the Adcraft Club. 

At the time the “no advertising” 
order went out from the Ford offices 
Mr. Black urged that the company 
use some space, even though small, 
to announce the new models. His 
plan was vetoed by Mr. Ford. 

With Mr. Black’s departure only 
two members of the former Ford ad- 
vertising staff have been retained. 
They will work under the super- 
vision of the sales department and 
will have charge of export literature. 


F.T.C. Issues Order 
Against Western Bottle 


Federal Trade Commission has en- 
tered a cease and desist order against 
Western Bottle Manufacturing Com- 
pany, Chicago, engaged in the sale 
of Dr. West’s Tooth Paste, to prevent 
it “from representing that certain 
tests, and certain pictures used in 
connection therewith, purporting to 
show the superiority of respondent’s 
product over the products of nine 
unnamed tooth pastes, were author- 
ized, checked or adopted, by a uni- 
versity, and from representing that 
Dr. West’s tooth paste is the only 
one of any number of competitive 
tooth pastes that can be used with- 
out injury to the teeth, its two pol- 
ishing agents making it safer to use.” 


Union Special Sells 


Space in House Organ 


Union Special Machine Company, 
Chicago, is now selling space in its 
house organ, “The Needle’s Eye,” 
which goes to approximately 20,000 
prospects in the needle trades. 

The publication is prepared and 
edited by Russell T. Gray, Inc., Chi- 
cago. 


Wehmeyer Added by 
“Liberty; Geller Resigns 


Karl Wehmeyer, formerly account 
representative with Batten, Barton, 
Durstine and Osburn, Inc., has joined 
the eastern sales staff of Liberty. 

Max A. Geller has resigned as 
eastern advertising manager of that 
publication. 


Elliott on Coast 


Harry Elliott of San Francisco has 
been appointed west coast advertis- 
ing and publicity representative for 
Continental Automobile Company. 


GIANT THERMOMETER TO KEEP FAIR CROWDS INFORMED ON WEATHER 


Best for All Seasons -- All La aly 


WAXFREE 


~HAVOLINE 


MOTOR OIL 


Indian Refining Company will erect the unique 21-story thermometer 
at the left at Chicago's World's Fair, tieing in with its contention that 


Havoline motor oil is "best for all seasons—all temperatures.” 


The 


outdoor sign shown above, with its huge working thermometer, has 
been erected in Chicago to test this appeal, and similar posters may 
be put into service at other points. 


HAVOLINE PLANS 
UNIQUE BUILDING 
AT WORLD'S FAIR 


21-Story Thermometer to 
Be Constructed 


March 2.—A 
21 stories high, with a neon- 
light “mercury” column 150 feet 
long, two and one-half feet wide, 
and marked by 10-foot numerals, will 
be one of advertising’s notable con- 
tributions to Chicago’s Century of 
Progress exposition. Erection of the 
“Temple of Temperature,” a tower 
of steel and sheet metal 218 feet 
high, will start early in March. ac- 
cording to an announcement made by 
the sponsors, the Indian Refining 
Company, Lawrenceville, Ill., makers 
of Waxfree Havoline motor oil. 

The idea of a gigantic thermom- 
eter to advertise a motor oil that is 
“good at all temperatures” was con- 
ceived by Chester Foust, vice-presi- 
dent of Erwin, Wasey & Co., Chicago 
agency handling the Havoline ac- 


Chicago, thermom- 


eter 


count. Plans for the tower, which 
will dominate the 23rd Street en- 
trance to the exposition grounds, 


were drawn by the Chicago architec- 
tural firm of Iannelli and Pope, and 
reveal a soaring spire in harmony 
with the architectural scheme of the 
Century of Progress. 

Entirely new in principle, the Hav- 
oline thermometer will indicate the 
temperature “in the shade” by 
means of a neon-light column on each 
of the three faces of the tower. The 
neon tubes, coupled in sections rep- 
resenting one degree, will light up 
or darken progressively, as tem- 
perature changes are communicated 
to them electrically from a master 
thermometer. Temperature readings 
will be accurate within one degree 
and will be legible for great distances 
in every direction. 

The base of the tower will be at- 
tractively landscaped and will house 
an interesting exhibit of the prod- 
ucts of the Indian Refining Company 
and equipment employed in refining 
Waxfree Havoline oil. 


Use Same Idea on Signs 

Plans for making capital of the 
publicity to be obtained for Waxfree 
Havoline at the Century of Progress 
exposition are now being developed 
by Indian Refining Company officials. 
They are convinced that the tem- 
perature is a matter of as vital and 
constant public interest as the “time 
of day,” and that the relation be- 
tween the temperature and the choice 
of a motor oil creates a “natural” 
for the oil advertiser with a product 
that lubricates efficiently at all tem- 
peratures, 

Accordingly, tests are now being 
made with painted highway bulle- 
tins featuring a giant thermometer. 
The first of these has just been 
erected on Michigan boulevard, Chi- 
cago, near the Drake Hotel. The 


thermometer on this bulletin stands 
eighteen feet high and signals the 
temperature with weather bureau 
exactness to the thousands of motor- 
ists who daily crowd Chicago's fa- 
mous thoroughfare. 

The success of this bulletin is ex- 
pected to determine whether “Havo- 
line temperature” is to be broadcast 
at motoring high-spots in other 
parts of the country. 


Van Dyck Lets 
Readers Decide 
On Copy Theme 


New York, March 1.—General Cigar 
Company is using large newspaper 
space containing a ballot, on which 
readers are asked to check their 
three favorite features of Van Dyck 
“1932's” from a list which includes 
freshness, flavor, value, tobaccos, 
mildness, and shape. 

“We're puzzled,” the copy 
“The new 5c cigar— Van Dyck 
*1932’s’— has so many good points 
that we don’t know which to feature 
in our advertising. 

“One executive says, ‘Tell smokers 
that Van Dyck “1932's” are 100 per 
cent fresh.’ Another says, ‘Tell them 
about the fine tobaccos.’ Others urge 
us to advertise how mild Van Dyck 
‘1932's’ are. Some believe we should 
stress the satisfying flavor. Some 
want us to emphasize the big value 
at a nickel. 

“We've agreed to let you decide. 
Try Van Dyck ‘1932’s’. Cast your 
ballot for your favorite features. It 
will take only a few minutes—and 
your opinion will be most valuable 
to us. To show our gratitude, we 
will send every voter a modest token 
of our appreciation.” 


E. E. C. Jackson Becomes 
J. W. T. Vice-president 


k. E. C. Jackson has been elected 
a vice-president of the J. Walter 
Thompson Company, Limited, and 
placed in charge of the Montreal of- 
fice. 

He has been attached to the Mont- 
real office since joining the organiza- 
tion Jan. 1, 1930. 


Features Dated Bread 


T. and T. Baking Company, Indian- 
apolis, Ind., is advertising dated 
bread in local dailies. The company 
is also delivering bread in cellophane 
cartons holding 20 loaves, instead of 
in the baskets used formerly. 


reveals. 


Sterling Names Ziv 


Advertising of Sterling Labora- 
tories, Inc., Indianapolis, Ind., has 
been placed with Frederic W. Ziv, 
Inc., Cincinnati. Farm papers, di- 
rect selling magazines and direct 
mail will be used. 


Galbos Joins Agency 


Earnest Galbos has joined the 
Cleveland office of Campbell-Sanforad 
Advertising Company as account ex- 
ecutive. 


Distributors to Meet 
Exclusive Distributors’ Association 
will hold its annual convention in 
Indianapolis, Ind., July 11-13. 
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March 4, 1933 


ADVERTISING AGE 


READER INTEREST 


Writing to a publisher, not in the advertising field, 
Walther Buchen, president of Buchen & Co., one of 
Chicago’s best-known advertising agencies, said: 


‘‘The newspaper type of make-up has some great nat- 
ural advantages. All of us here read ADVERTISING 
AGE probably more than all of the other advertising 
publications put together.”’ 


| : EEE oo eae a——o——svaaQasa—a—auw>=wsaawawawam=_q_—_—_—_m_qnmqnqq>—aoumusmqw n 
Gt ie: 
pe ie * 
(a et 
A eit Are 
t AON ee 
> eager 
s Bend ee 
ee aa ie 
y Poe eis. 
Speen 
rege 
— oe 
nds ie 
the 4 Roa ish, 
‘eau tee 
tor- i A ae a 
aye oO 
Ben intay faa. 
; ae 
oot Senne 
avo- ae : 
cast Sigg (a 
ther bio aa 
ihe a 
Se 
Ce 
re 
back 
hai 
4 ‘i 
Tae 
et 
igar Bates a cad 
as 
iper hore 
hich : 
heir oe 
es aa ats 
yek : ee 
ides esi) 
‘COS, - Tae 
"1 uae Rees 
eed cy 
Sea ae 
eves ee 
ear ee er 
ah A eae 
iat, vee 7 
NS 
et 
Pe ae 
ne ;: ‘ < 
" 5) ae 
gli ace 
Mie ec 
or ee. 
eae 
. A a 
a 
Ss 
ent - 
eted i ee 
ilter pee a 
2 ear 
and he ae 
l of- 1s ene 
ine a | 
[ont- ee 74 
® Be im > fon 
lZa- ec = eae 
l en 
lian- oh 
ated i 
ANY : 
lane 3 
d of 
Ora- 
has 
Ziv. 
di- 
rect 
7 
J 
the 
fora 
ex- 
=p eee. _ Onn Reser te Ne ae ~ 9 i Sate ae! “a ieee ae ee ae (ae Dee ne Ge Wt reece Petes. ope es ae Pte MOS Ee no ee ple an ee ea Re es, oo ee am er ae ly ae Te eee: pe Lire es St ek <n 
Cae en Ce SERS Oconee wag he ner rt te ie oe eh | oe or i% stele PR eae Se ao re Re = ai eRe Ree ei | PAM Sina Nett mam Lig oe Ck ES ee 
cee sie : aK, oo KO iene see lige 2 4 F Bete eat oe ae oh eae ; te tees tii ie eo estes ai ae or Sigh saci. asad oo ae «noi ae eae Se PS ae lag pine: ae oa 
PS ah peel, co ee eee fa eer en Peers Parte Pasar nana pio yan? DO Sig pe eet CoC ag eh Charan Lay ah ua LaMar Ney ey Oe Oia a eer is ee nie a MER Acne BTS: bo ae loa ee ES Se a a a a eer ee | Se eis Sen gt) SR 
Sh a 2 i Rao Tay he Ie Se ene, ee moe uA ee ee Ap Se Medi Ee I ale Gai pe aks hanna Ii ere RO aa A ae ae a Yk) Barn Ua os on : c ; ane hy 
ae 3h aa ay — Lutes Re cr ee ales aoa PTA iy iN ek Seep ea peggy So. if rae Pip oa NESE See hae ee a ee ee ee eg ae a et 1 1 team aes 4 tee 5 % . ort rae { 
eae eae ide. be ae we We Sal rapa hemes meee Ns Sok er a a a RRO SC ea or ws Pia el cog ag a LISS ap gaeieen ae ee. Sir ee Oe Pe, gia rn Lire ks | re aaa Rug tte pea Adc me een it eee Ee AN 
Rs ee ee Ms Tia oo tale aI Mae A ide Cer Retake: lee CSS agen eae er Rt eee By eee ae Lay etl a RARE OSD hg I Ries Soy ee Ui as Seema cer 2 | A. Sele eae ae a ee 


14 


ADVERTISING AGE 


March 4, 1933 


Chain Selling Reaches 


Magazine Subscriptions 


Golden Book, New York, has 
adopted the chain selling plan 
through the Pyramid Sales Organi- 
zation, Inc., New York. 

The plan provides that the pur- 
chaser of a subscription will receive 
commissions on his fourth and sub- 
sequent sales and on the first three 
sales of agents secured indirectly 
through his initial effort. 


Special Agency Formed 
to Place Beer Copy 


With J. W. Kyle as president and 
John A. Level as an associate, the 
Braumeister Advertising Company 
has been formed at 46 Washington 
Square South, New York. 

The agency will specialize in sales 
promotion and advertising for the 
brewery industry. 


Strand Has New Post 


Charles G. Strand, formerly with 
Neisser-Meyerhoff, Inc., has joined 
the Milwaukee office of Needham, 
Louis and Brorby, Inc., as produc- 
tion manager. 


The biggest thing in 
sales - pullers today— 
Picture Puzzles as Pre- 
miums... 


» 

The largest producers of 
picture puzzles in the 
world... 


EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Sneeleneneneenemmnemnnemeeenenedl seamen aceeeaneeniemeanmmnnnall 
STAR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 


GROWTH IN 1932 
There’s a Reason 


New A. B. C. statements show that 
ARCHITECTURE, alone in _ its 
group, held its own and increased its 
architect readers during 1932. 


May we tell you the Reason 


ARCHITECTURE 


The Leading Professional Journal 
Published by Charles Scribner’s Sons 
597 FrrtH AVE. New York City 


-Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


See ee 
I'VE FOUND 

a THE BEST 
\ HOTEL VALUE 
5) IN NEW YORK 


> 


a, CITY 


Just think ....a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A roomand bath for one, 
$2.50; for two, $3.50. 


It's the 


a 
‘\A\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


THE CLASS IN MAMMALOGY RECONVENES 


_| THERE AIN'T 
| NO SUCH ANIMAL! 


WELL, LET'S GET 
THIS GIRAFFE 
AFFAIR SETTLED 


To the Editor: As a protector of 
the innocent and a champion of in- 
dividual rights (including those of 
giraffes), you will wish to correct the 
egregious error and right the insuf- 
ferable wrong done in your issue of 
Feb. 11, when you permitted a cor- 
respondent to malign grossly the 
character and antecedents of the 
handsome giraffe in the Plymouth ad- 
vertisement by comparing him with 
the Tropical Juice giraffe—or any 
other giraffe for that matter. 

To those familiar with the splendid 
character of the Plymouth giraffe, 
there could be no thought of com- 
parison, but the many not endowed 
with this knowledge might be led 
astray by your action. 

And so it is in the interests of the 
latter as well as the Plymouth giraffe, 
that I wish to point out to you that 
the social standing of the Plymouth 
giraffe has been impaired by this as- 
sociation with an inferior creature. 
You will wish to do something about 
it, I am certain. 

Meanwhile, as long as your cor- 
respondent has dared a comparison 
of the Plymouth giraffe with the 
Tropical Juice giraffe, ‘““Let’s look at 
the records,’—let’s see if there can 
be any comparison! 

First, you will note that the Plym- 
outh giraffe disports a vastly greater 
number of classic, distinguishing 
spots—always (as you know) a 
mark of breeding and class among 
giraffes. 

But even more convincing by way 
of proving the Plymouth giraffe’s un- 
questioned superiority is the satisfied, 
well-nourished, contented mien of 
this noble animal—attributes becom- 
ing its association with the popular 
automobile whose name it bears! 

Also there is a disparaging refer- 
ence to the “questionable” origin of 
the Plymouth giraffe—to its being 
found in a zoo, whereas the distinc- 
tion is claimed for the Tropical 
giraffe because his habitat is the 
circus. 


A Historical Study 


Now it should be understood, that 
the zoo (or zoological garden) pre- 
ceded the circus by many centuries— 
that the Garden of Eden was the 
first zoo and that the blue-blooded 
Plymouth giraffe, true to his fathers 
before him, stayed with the zoo in- 
stead of turning prodigal and join- 
ing a circus, as did his unworthy 
rival. 

Further, the Plymouth giraffe has 
maintained his strict amateur stand- 
ing by being loyal to the zoo, whereas 
the Tropical giraffe enjoys the doubt- 
ful distinction of having turned pro- 
fessional and joined the circus. 

Will you be good enough to pub- 
lish this in a spot where all giraffe 
lovers may see it and learn the facts 
about the unfair and distressing com- 
parison printed in an earlier issue? 

Yours for justice among giraffes. 

Roy C. HAyEs, 
J. Stirling Getchell, Inc., 
Detroit. 


Committees for 
A.F.A. Meeting 
Are Appointed 


New York, Mar. 1.—Lee V. Mulnix, 
president of the Advertising Club of 
Grand Rapids, Mich., has announced 
the chairman and members of local 
committees to arrange for the con- 
vention of Advertising Federation of 
America in that city, June 25-28. 

President Mulnix is chairman of 
the local convention committee and 
is head also of the executive com- 
mittee of that group. The finance 
committee will be headed by H. Fred 
Oltman, with A. William Honecker 
as treasurer. The exhibits committee 
will be under the chairmanship of 
Eric W. Dahl, manager of the Grand 
Rapids Convention Bureau. 

Other committee heads are enter- 
tainment (general sessions), James 
F. Kyler; entertainment, Frank 
Steketee and Gerald W. Mathison, 
co-chairman; publicity, Allen G. Mil- 
ler; transportation, A. B. Burk- 
holder; welcoming committee, H. W. 
Walstrom; hotels, Mr. Honecker; 
registration, L. J. Verseput; print- 
ing, J. F. Murphy. 

Mrs. Eloise Haven, president of 
the Women’s Advertising Club of 
Grand Rapids, heads a representative 
group from that club appointed to 
cooperate with the main convention 
committee. Serving with Mrs. Haven 
will be Lillian Worner, Mrs. Thelma 
Forsberg, Gladys Scrivener, Helen 
Morrill, Mrs. Inez Mead, Nora Hus- 
ted and Mrs. Esther Lindeman. 

The members of the executive 
committee of the local convention 
committee are, in addition to Mr. 
Mulnix, Charles M. Hargrave, Tom 
Kraai, Richard Smith, A. N. Van 
Keulen, Ray Barnes, Harold Bale, 
Alex T. McFayden, Lee M. Dygert, 
Jacob De Jage and Messrs. Steketee, 
Honecker, Murphy, Walstrom, Mil- 
ler, Kyler, Oltman, Dahl, Burkholder, 
Mathison and Verseput. 


Brooklyn Gasoline 
Bootleggers Fined 


Two Brooklyn’ gasoline station 
proprietors, found guilty of selling 
inferior gasoline under a_ widely 
known trade name, were fined $200 
each this week. 

The two cases opened a drive to 
eradicate gasoline dealers in New 
York who sell spurious gasolines un- 
der widely advertised names. 


Issues “Profit-O-Meter” 


Eddy-Rucker-Nickels Company, 
Cambridge, Mass., has developed an 
interesting card designed to be given 
to dealers, which indicates how much 
sales have to be increased to hold 
profits level when prices are cut vary- 
ing percentages below the current 
figure. 


Has Unusual Catalog 


Walter Booth Shoe Company, Mil- 
waukee, has issued an unusual cata- 
log showing its spring and summer 
line, in which all illustrations are 
from photographs of the shoes shown. 
No drawings are used. 


Coast Agency Moves 


The San Francisco offices of Er- 
win, Wasey & Co. have been moved 
to 333 Montgomery St. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


OFFICES FOR RENT 


Advertising Agency has two beauti- 
fully furnished offices; switchboard, 
reception room. service. $35, $40. 
Room 1710, 25 West 43rd Street, New 
York City. 


POSITIONS WANTED 


RESEARCH MAN—Three years 
with research and promotion depart- 
ments of McCall’s and Liberty. Ex- 
cellent background for work with 
publisher, in media or research de- 
partment of agency. College gradu- 
ate, 25, married. Box 289, ADVERTIS- 
ING AGE, Chicago. 


ADVERTISING SALESMAN— 
Good background — splendid reputa- 
tion for dependability — successful 
record on reputable New York news- 
papers— wide acquaintance with 
agency space buyers—twenty years 
experience — exceptional references. 
Box. 288, ADVERTISING AGE, Chicago. 


ADVERTISING AND SALES PRO- 
MOTION—12 years experience, 
agency and advertising manager; 
merchandising plans, direct mail, 
magazine, business paper and news- 
paper campaigns; copy and layout; 
have bought art, printing, engraving, 
etc. Age 33, married. College gradu- 
ate. Excellent record. Box 287, Ap- 
VERTISING AGE, Chicago. 


AVAILABLE IMMEDIATELY — 
Young woman 12 yrs. advertising ex- 
perience—10 years national advertis- 
ing agency—thoroughly familiar 
checking, production, media depart- 


ments; including outdoor. Capable 
correspondent, competent stenog- 
rapher. Box 286, ADVERTISING AGE, 
Chicago. 


YOUNG LADY—STENOGRAPHER 
—desires position with agency or 
publisher. Thirteen years experience 
with publisher handling correspond- 


ence, advertising copy, cuts, etc. Eff- 
cient, hard worker, pleasant person- 
ality. Best of references. Box 291, 
ADVERTISING AGE, Chicago. 


WANTED—Creative advertising or 
sales promotional position. Experi- 
enced copywriter fashions and all 
homemaking subjects. Five years 
radio. Fashion Shows, public speak- 
ing. Fluent speaker and writer. Also 
secretarial. Box 290, ADVERTISING 
Acre, Chicago. 

A YOUNG WOMAN with five years 
experience in advertising, as an office 
assistant in one of Chicago’s largest 
merchandising houses. A _ capable 
typist, familiar with filing and gen- 
eral office work. Box 292, ADVERTIs- 
ING AGE, Chicago. 


THOROUGHLY EXPERIENCED in 
all ramifications of advertising and 
publishing sales work. Have been 
assistant to busy executive handling 
three publications. Splendid record. 


Excellent references. Available at 
once. Box 285, ADVERTISING AGr, 
Chicago. 


HAVE BOUGHT AND SOLD AD- 
VERTISING SPACE. Ten years in 
the advertising field has given me 
experience that would be of value to 
a national advertiser, an agency, or a 
publisher. Box 284, ADVERTISING AGE, 
Chicago, Ill. 


A THOROUGHLY SEASONED A. 
A. A. A. advertising man with 20 
years’ experience in every phase of 
agency practice and as advertising 
director, available for agency man- 
agement, contact or business promo- 
tion. Amply equipped for advertis- 
ing directorship for national adver- 
tiser or publisher. A-1, “4A” refer- 
ences. Gentile, and of highest moral 
character. Address Box 293, ADVER- 
TISING AGE, New York. 


McGRAW-HILL TRAINED in 
makeup, space selling, correspond- 
ence, copy writing, promotion, and 
research. Have saved many THOU- 
SANDS of DOLLARS in makeup, 
production reorganizations and in 
frugal purchases of Art Work, En- 
gravings, Paper and Printing. Also 
newspaper experience. College edu- 
cated. Age 30. Desires overtures 
with publisher, agency or advertiser 
with whom such services would 
prove of mutual advantage. Write 
ADVERTISING AGE, Box 282, New York. 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


1 gene eee ee ere 


Company 


Street No. ... 


os 


$1 a Year .. 52 Issues 


USE THE COUPON 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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Are you short-handed? 


Then use this tried and tested 
time-saving device 


If you are doing two (or maybe three) men’s work and wish 
the day contained just a few more hours than it does, ac- 


cording to present reckoning, you'll appreciate this tip: 


For years advertising executives who have lots to do have 
been saving time and making short-cuts in preparing plans 
for sales and advertising campaigns by getting the low- 
down on the information they need from the pages of the 
Market Data Book. 


What’s the Market Data Book? Why, haven’t you heard 
about it? It’s the only thing of its kind—the only reference 
book that contains marketing information on every business 
field, along with complete classified lists of all business 
publications of the United States and Canada. 


Suppose one of your customers asks you for a hurry-up 
report on food sales possibilities in the institutional field. 
You simply pick up your trusty Market Data Book, run 
through the Index to Markets for the locations of the in- 
dividual analyses of “Hotels, Restaurants, Clubs,” “Hos- 
pitals,” “Schools”, etc., and in a jiffy you have the exact 
figures, based on authoritative surveys, to pass on to your 


impatient client. 


And the same thing happens whenever you are exploring 
a business market for any product. 


Of course if you had lots and lots of time, and enjoyed 
adding up figures and running down columns in heavy 
official tomes, you wouldn’t want to use this time and 
energy-saving device. You’d do all of your own research 
work. But as it is, the Market Data Book is nothing less 


than a life-saver. 


That’s what agency executives tell us—that’s the burden 
of the story of thousands of sales and advertising executives 
of manufacturers.. The reason the number isn’t still larger 
is that not everybody knows about it. If you, too, don’t get 
the benefit of this service—which you can actually have 


free! —it’s your own fault. 


CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — 


CLASS AND INDUSTRIAL MARKETING, 
537 S. Dearborn Street, Chicago 


I am sending you herewith $2 (cash, check or money-order) for which 
send me Class & Industrial Marketing for one year, and a free postpaid 
copy of the new 1933 edition of the Market Data Book. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


READY TO WORK HARDER THAN EVER NOW 
. 


SHOWN AT CHICAGO ART DIRECTORS CLUB SHOW 


Pen and ink sketch by Rolf Klep which was exhibited at the recent Chicago “commercial art" she 
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dentally to urge the use of Gold Dust for all cleaning jobs. P ' Oeics Soap. co Grave || cal leven tal pe prt esos Tounsr 
wee OO Grace, 2 1s 
“ From May ¥5 to October 15. Per pasrager afermarron phows 
Hor Cove Brad Avrered Bread || Seder wenderp'el $6050" om || DOuglas izes NEW ORLEANS 3es0 $7.00 
DESSE mon California poines to Chicago. cal treed oso ne az : 
Crore Appe Pre wah Chere || ales bet ete For txampa. wo || TICKET OFFICES: Geary || ©Gsad on Seashore Paik seam 
DOLLS DEMONSTRATE TALKING POINTS OF NEW FABRIC re Capi an || fem Rap 1319 Oct 19, rere || ed Tomennd, Feey Satin. || ork Fo cas broad mea 
limi October 31. on steamer included ia there fares. 


Southern Pacific lines are using this "newspaper within a newspaper’ 
in current copy running in western dailies. 


| To illustrate his principles of fixture design, Russel Wright, New 
Alfred Decker & Cohn, Chicago, find dealers waxing enthusiastic over this display in which six spe- York industrial designer, points out that this handkerchief fixture 
cially-designed dolls illustrate the unusual features of Tyburn Twists, new suiting fabric. Ten of these exhibits the merchandise as it appears in use, eliminates blur, height- 4 
dis sles, four of which are designed for smaller windows, are being booked for weekly showings by ens the concentrated warmth of texture of the merchandise by con- | 
dealers throughout the country, who will also feature the dolls in newspaper copy. The dolls were trasting hard, shiny surfaces, and focuses the shopper's attention on : 
designed by Harringer-Jacobson-Colvin, Chicago, and the background by W. L. Stensgaard & Asso- an assortment large enough to encourage the making of a selection 1 
ciates. The idea was evolved by C. E. Gelb, director of advertising for Society Brand, and E. A. quickly. With other examples of his work, the fixture may be seen 
Grossfeld, advertising manager. on the new main floor of Gimbel Bros., New York. 
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